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SECTION ]. 
INTRODIJCTI GN 
All of television is in a fluid , fluctuating state. Consistent 
with most .AmericP...n enterprise, the technical progress of TV electronics 
bas advanced far beyond all other television phases. In addition, TV's 
I 
I 
commer cial side has received great emphasis to the detriment of the 
important aspects of programming~ 
Since television programming is in the embryonic stage, very little 
i 
consideration has been given to it . , Many words now appearing about 
television are revised almost daily by the swift developments of tele-
vision itself. Books and articles concerning it have become obsolete 
before publication. 
Lately, considerable thinking and discussion have been directed 
toward television programming. Most current information comes from 
special television meetings, such as tbe CBS Television Clinic, Janu-
ar,y, 1949, at New York City; the Nat ional Television Association's 
first meeting at Chicago, Illinois, , April 1949, and as far back as 
the General Electric's Televisi on Seminar at Syracuse, New York, March 
I 
I 
1948. A sizable portion also come~ from reportorial data, speeches , 
statements and "off-the-cuff" remarks by outstanding people engaged 
in broadcasting and television or allied fields. 
The electri~ing effect of this 'new communication medium is creat-
ing conflicts of diametrically oppr sed thinking and opinion, shown in 
publications and speeches. Also, "th the dai ly increase of television 
INT 
i 
DUCTIIN 
et s purchased, owners automatically cl1 onsider themselves as qualified 
program e:A.-perts. 
1 
2. 
Little concern is given by the avebage owner of a television recei -
I 
involving t he economics of film making, dis-
tribution, the complexities of television studio operations and remotes. 
er t o the mul tiple matters 
He is even less concerned with matt e~s of slander, libel and the right 
of privacy , copyright infringement, ~sic licenses; studio and technical 
limi taticns imposed by Mr. Petrillo, :and the very important considera-
tion of working condi tiona. Today ' s iTV set owner has no interest in 
hearing statements by TV Broadcasters and Manufacturers relative to 
I 
" getting a foothold" , " the NEW Indus~ry" and " experimental" . With a 
probable investment of $400 to $2500 jin a TV set the owner wants t o re- , 
ceive immediate returns. Immediate Jreturns to him generally means a 
I 
combination of the circus, Zeigfeld. , Hollywood and Broadway with a gen-
, 
e rous amount of sports and news every hour on the hour . Thi s is not 
what he gets nor will television be able to give it to him fo r some 
time . 
Everyone is a critic of televisioiJ.. There are varying extremes 
I 
of opinions and attitudes toward. it, s many as there are individuals 
who may have seen television only once or not at all. Expert advice 
comes from family members of all ages, bus drivers, business associates, 
milkmen, the clergy, tavern operators and colu:rnnists. Criticism of tel-
evision programs is enormous in and of doubtful quality. With 
I 
INTRO:OOC'DION 
a grea erunderstanding or te1evisif, , 
more constm·ctive and less am iguous. 
the public ' s criticism will be 
Television set owners know 
nothing about and are not in the least ·n terest d in TV broadcasters ' 
long hours and short tempers; high ~udgets and low incomes; old films 
and new equipment; slow-signing spo,sors and rest-talking salesmen. 
There is continuous evidence tha~ most TV programs are like the 
amoeba which is ever in kaleidoscopJc forms, changi ng shape. The pre-
mise or this TV Program in<J)liry is J ased upon Shakespeare• s ~ami1iar 
quotation , "The Play ' s the Thing" . ].. Entertainment in any art i s par-
:::t :ng:::::i:::::o:::n o::,,::: c a::.::::::~ :f t:h: ::: to I 
succeed. 
Fortunately , Mr. David Sarnoff, Board C:P..airman of Radio Corporation 
of America; in his statement to stockholders, May 3, 1949, has pro-
' 
nounced the trend in the thinking 1-d planning of Television programm-
ing vnth these authorit ative remarks. 
I 
Television is a new art and industr,r, which must be developed vnth-
in the fra:mewo:rk of govem.mental regulation as to technical standards , 
number of stations that can be 01Nned by any one company, and other 
matters.. The growth of television today and tomorrow is not depend-
ent merely upon manufacturing and selling transmitters and receivers. 
Many regulations control its advance and, while d" rected chiefly at 
the tra..Tlsmi tt:i.ng end, they e~so affJct the receiving end. 
In recent months, you doubtless ~ave read some of the dire pre-
dictions about quick obsolescence of televi s ion receivers. Many facts 
I have been omitted. No one need hesitat e to buy a present-day t ype of 
l. Hamlet by William Shakespeare Act II, Scene II 
================== 
INTROOO+Imr 
t el evisi on recei ver, for there i s no i l dication that receiver s of 1949 
design will be obsolet e ·n t he near fu~ure . It i s int eresting t0 note 
that RCA Vi ctor tel evision r eceivers ; f irst i ntroduced to the publ ic in 
1939 , ~re still i n use and giving sat isfaction, although more tha~ ten 
years have passed. 
Televi sion is too power fUl a force fo r the public good t o be stopped 
by misleading propaganda. No one can retard its advance any more than 
4 . 
the carriage maker could stop the automobile, the cable the wireless, or 
the silent pictures the talkies. Televisionfs something the public has 
long desired and is eager to have. It i s here t o stay, because the peopl& 
like television and want it. II 
Scientifically, the groundwor"n:: has been successfully laid fo r this new 
art to advance r api dly. It was tried and tested for many years before 
it was offered to the public. Patience of the public is required , how-
ever, while showmen and performers de-v-elop improved program t echniques . 
Only through the cooperation of the audience will the showmen know what 
to provide in entertaiDlllent, news and education . We in RCA - now, as in 
t he past - gl adly abi de by the public ' s decision, for we have found pub-
lic opinion to be essential in charting the future of an invention, an 
industry, or an art. This is in keeping with the charact er of a country 
that enjoys freedom to invent, freedom to compete, freedom to think , and 
f reedom to criticize. 
Ultimately the success of television will rest prti~arily on programm-
ing.. 2. 
2. Statement by David Sarnoff, Chaiman of the Board Radio Corporat i on I 
of America - at 30th Annual Meeting of RCA Stockholders, May 3, 1949 , 
I RCA Building, New York (Pages 4 & 5) 
SECTION II ·I 
MEl'BDDS AND PUtSE 
The methods used for this thesis resolve upon the findings of , ,_ ·-
f television progrrumning, most current]y expressed, which are not yet in 
formal DUblication. It is descri ptiJ e rather than predictive. As much 
as was obtainable from the leaders i J television during 1948 until ~une 
1949 will be discussed. Much of the material has been gained through 
correspondence during the first five months of this year. None of it 
has been published for the layman, as yet. The study reflects current 
infonnation from daily publications, trade :papers , such as: Broadcast-
ing, Variety, Radio Daily, Sponsor, Tide, TV Magazine - popular maga-
' 
zines and more outstanding newspapers, as well as some of the more re-
cent books published on television. Unt i l recently, most such sources 
have dealt largely with the technical and business parts of broadcastin 
rather than the art side. So to-date, no sound analysis of TV programs 
has been recorded according to C. E. Hooper, Incorporated; Pulse Incor-
porated and the network research departments. 
Source material came mainly from ;New York, Washington, D. c., Chic-
aiO and Schenectady , New York , where most television originates . Inter 
views and obser.ration of Boston's WBZ-TV revealed this station to be 
in such neop~te stages of operation as to be negligible to incorporate 
at this time. WBZ-TV broadcasts few programs originating from there 
! 
which are worth consideration as th~ most progressive 
programming. However, there is one /exception called, 
------=M--======-=--=--====i=l ===-=---====1i=== 
- 1 
in television 
"LIVL~G WONDERS", 
11 
I 
I· 
I 
I 
I 
II 
I 
I 
MFrllODS JlND ISE 
which will be discussed later under "THREE PROGRAM STYLES TYPICAL OF TV". 
I . 
Since television is in such a mecuri al state, what is said here may be 
antediluvian shortly but it will not b~ invalidated. The factual data is 
tenable and will become TV history. TJe tenuous matter will be disputed 
I 
and ref'uted by actual events in television's historical progression. 
Perhaps the significance of stating tran~ient and variable infonnation 
of present day television programming is not apparent upon cursory obser-
vation. But, it does have tremendous implications in its aspects and con-
cepts as it affects the nation and the world - Economic and Social. Tel-
evision's powerful impact upon the people's percepts in these two princi-
ple phases of living can not be knovm for years. Yet, it is quite obvious 
that television is making notable impressions upon the lives of the Ameri-
can people already. 
I 
SECTION III. 
TELEVISION IN:FLU»lCES 
Concerning the size and growth of television, there are spectacular 
figures and statements which show the extent that it has developed in an 
amazingly short period. This is from the extensive research by netwo:rks 
manufacturers, FCC and publishers. To same degree, this information 
vnll indicate the tremendous influence television is having upon the 
.American p§lople. 
Business-~ 
Mr. Frank M. Folsom, President of the Radio Corporation of America, 
said: 
If the returns from television broadcasting and the allied program 
·.· activities are added to the income produced by television manufactur-
ing, this new art should add 8 billion dollars a year to the National 
economy five years hence. That amount would place the Radio Televi-
sion industry among the ten largest industries in the United States.3 
Mr. Folsom's statement leaves no doubt that television is assuming 
proportions of a nationa1 medium. In 1947, there were only 9 televi-
sion broadcasting stations in the coUntry and a ~ew thousand receiving 
sets. It is said that the successful televising of the political con-
ventions last year and the Presidential Inauguration in January this 
' 
year were the two unprecedented TV events which gave the industry a 
powerful impetus for its vast and rapid expansion in 1948 and 1949.4. 
3. TELEVISION The New Teacher published by the RCA Corporati on of 
I :::~~a 1949 Statement by Mr. irank M. Folsom, President of RCA 
4. T. G. M.'s Column Boston Daily Giobe Wednesday, June 8, 1949 Page 32 
I 
I 
J 
I 
I TELEVISION INFLUENCES 
CBS research reports that 850,000 families, during the one year 
8. 
1948,learned to speak very casually j f channels, test patterns, picture 
contrast and coaxial cables. On January first 1949, there were 49 tale-
vision stations in 29 different cities which were sending out aural and 
visual signals. In only thirty days from that time, February, 1949, 
there were 55 stations serving 31 markets with a population of 
51,662,000. United States television set ownership had passed the 
1,000,000 mark. B,y March 1949, it had reached 1,200-,000.5. 
Mr. David Sarnoff says that the industry as a whole, in 1949, will 
produce 2,000,000 television receivers and today there are 122 TV stat-
ions which have been authorized by FCC ~~th between 60 and 70 now 
broadcasting. Other figures very closely approxims.t:il\g these are 
available and issued by the National Association of Broadcasters, Net-
works, Federal Communications Commission and other reliable sources.6. 
Mr. Sol Taishoff, Editor and Publisher ot BROADCASTIN~TELECP.BTING, 
in a speech, entitled, "RADIO •••• HORIZONS UNLIMITED," delivered in 
Chicago, December 15, 1948, presented same interesting facts and figures 
concerning the inroads RADIO and TELEVISION are making in the homes of 
America. He said: 
5. Radio Manufacturers Association (Records) 1949 
6. Review and Preview (Radio and Television 1948-1949) by 
David Sarnoff a pamphlet 
TELEVISION INFWENCES 
The other day there came across my desk an analysis of f'acili ties 
and appliances in the .American home. There are less than 27 million 
homes with private baths; less than 28 million with flush toilets; 
slightly more t han 22 million homes with telephones; about 35 million 
homes with electric lighting, - and nearly 95% of all homes as of 
J"anuazy 1948, have radios •••• that is nearly 38 million homes. Only 
those homes with installed cooking facilities surpassed those with 
installed radios •••• 
9. 
Next to working or. sleeping, the average .American devotes more tin1e 
to listening to the radio than to any other single pursuit. 
It is easy to wax eloquent over television. It is destined to be-
come the greatest of the mass media. Statisticians say that about 4o% 
of the nation's population now iS within range of television. A year 
from now it should approximate 5o%. 7. 
Toomany figures quoted on the same statistical studies vrould only 
confuse the reader, distract his attention and diminish the effect and 
purpose of them. However, the foregone statistics should be sufficient 
to indicate the size and trend of rapid eXpansion in the broadcasting 
industry, specifically, television. 
Production - Stations - Ownership 
It is an established fact that television is gTOwing beyond the 
hopes and dreams of even the most optimistic American entrepreneur. 
The following three pages contain two graphs and a map from CBS 
Research statistical data and published by the CBS General Engineer-
ing Department. The information presented is based on material 
7. "RADIO -- HORIZONS UNLIMITED" TJlk by Sol Taishoff, Editor and Pub-
lisher of BROADCASTING at Chicago Radio Management Club, December 
15, 1948, Pages 1 and 2 i 
10. 
TELEVISION INFI.mNCES 
studied until January 1949. The graphs chart Television Station data 
from January 1944 to January 1949 and Television Receiver Production 
from October 1946 to January 1949. In case of the l atter, CBS used the 
research findings from the Radio Manufacturers Records covering a study 
from October 1946 through November 1948. The map effectively reproduces 
the American Telephone and Telegraph Video Channel Availability, present . 
and currently projected, as of January 12, 1949. The legend graphically 
indicates the extent that coaxial cable, the connecting transmission 
link of television, has been introduced already throughout the country. 
In conjunction vdth the study of the graphs on Television Station 
Data and Television Receiver Production, the following additional fig-
ures were released on June 10, 1949 Qy William B. Lodge, Vice President 
in charge of General Engineering for the Columbia Broadcasting System. 
The tabulated supplementary material below brings the charted infor.ma-
tion up to date. 
A. TELEVISION STATION DATA 
AS OF • • •• • •••• ••• o JAN 1 FEB 1 MAR 1 .APR 1 MAY 1 JUNE 1 
1. TV Authorizations 
2. TV Stations on the 
Air 
124 
51 
123 122 
54 56 
120 119 118 
61 62 68 
TELEVISION INFLU:ENCES 
B. TELEVISION RECEIVER PRODUCTION 
1948 
NOV. DEC. 
1949 
j.Al~. FEB. :MAR. APR. 
1. TV Sets pro= 
duced monthly 122,304 161,179 121,238 118,983 182,361 * 
2. Ratio 
TV sets x 100 12.3 
non-TV sets 
15.0 17.1 
*Production figures del ayed 
19.9 26.9 * 
11. 
In approaching the problem of the economic and social effects of tel.;.. 
evision upon America, it is necessar,r to consider where the television 
sets are being installed and who is using them. In spite of prices, 
which are being forced down steadily by the competition among manufact-
urers, by far the greatest share is going to the MIDDLE INCOME families. 
This is particularly signi ficant because the average income group is 
the biggest unit in America with money to buy goods. It is recognized 
by business to be the group with the greatest purchasing power. 
Naturally, it follows that this is the market which accounts for most 
business profits - the talisman and k~stone to America's superiority 
in business. 
At the time of the FIRST NATIONAL TELEVISION CONFERENCE , held at 
Chicago, Illinois, in April 1949, it was reported tbat: 
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TABLE I i 
PERCENTAGE OF TV SET BUYERS BY INC01ffi GROuPS 
12% of Television set buyers are in the upper income homes -
?8% of Television set buyers are i n the middle income homes -
10% of Television set buyers are in the low income homes - 8. 
It must be noted from the above percentages that there is this ad-
di tional point concerning the fact that the middle income group is the 
largest purchaser of TV receivers. The number of sets that thes e fam-
ilies have to use is only part of the story. Using New York City as 
an example; the number of persons in the average family is 3.1. 
Accordingly, it has been determined that there is an average of two 
or more families represented before 
1
every television set carrying the 
image of a CBS Television Show. 9. \ In January 1949, the ave2~ge 
audience count for the 32 programs reported in New York, TV Hooperat-
ing ~ · was 3. 9 viewers per set. For all CBS - TV programs the average 
was 4.1. 10. 
Social and Economic 
No one vdll gainsay that any new combination, such as television has 
brought through business and art,~ can help but effect the present mode 
of life. The business side of television alone, as highlight ed in 
8. REPORT OF FIRST NATIONPL TELEVISION CONFERENCE April 1949 Synopsis 
prepared by Howard M.. Paul, Radio-TV Director, W. D. Lyon Company , 
Cedar Rapids, Iowa lPages 2 and 3) 
I 9. From a statement by Mr. Jack Van Volkenburg, CBS Vice President in 
charge of Televisi on, made at the First National Television Con-
ference in Chicago, April 1949 (Page 3} 
lO.New York City TV Reoperating on "Viewers-per-set figures"Januaryl9 49 
13. 
this study, is sufficient to show that there will be changes felt in 
the homesand lives of most people. 
How television will impress the individual, change his life and that 
I 
i 
of his family has been a moot questioJ 
discussed, bandied about without limit 
I 
but one which has been freely 
and used as a stepping stone 
for speculation. Each person, in or outside of' television, engagingly 
promotes his own theories concerning this matter in usually glo"VI.ring, 
sometimes depressing, but always in gossffiner and ephemeral terms. 
The Federal Communications Co~nission Chairman, Wayne Coy, said: 
Television can v·er-y well mean an era of undreamed-of abundance in 
information, cultur e, education and entertai nment for the people 
of this countr,y.ll. 
Mr. Coy continued by expressing the thought that a s television grows, 
the living habits, recreational habits and American home life will be 
I 
changing steadily. For several years, Mr. Coy explained, the people 
of this country are spending more time listening to the radio than to 
any other single pursuit during their leisure time. However, he added, 
you cannot listen to your radio and watch television at the same time. 
The most conservative of the surveys now show that television receivers, 
in homes having both television and radi o sets, are used more than 
twice as much as radio. 
"Like the wheel, the plow, the steam engine , the electric light, 
the automobile, radio television ma1iks an economic era. It creates 
and distributes wealth." Television is the new employer of today •• • • 
11. Mr. Wayne Coy, Chairman, FCC - speech at joint Luncheon Meeting 6~ 
the Radio Executive Club and the Advertising Club at Boston, Mass-
achusetts, Junuary 25, 1949. 
• 
14. 
he e 
only 
and p r esent . Television will open many doors to employment. Not 
will it provide a wholly new bro~dcasting service to the public , 
I 
but it will make a substantial contribution to the nation's economic 
welf'are . Large amounts of ma·ter:i.als will be necessary in the construe-
tion and ma intenance o:f television buildings, studios, and equipmen-t . 
In tum_, this will r equire and give employment to thousands of' skilled 
and unskilled workers . 
The production of tran&aitter s , the s ale and s e rvice of them and 
associated material and e quipment will provi de employment to engineers , 
s l e sme , administrative s taff's and retail-whol salE: employee •·. The 
maintenance and conduct of all the servi ces in t elevision broadcasting 
wi l give jobs to hUJ.'1dreds of thousancls of people . The trend i s 
eviden·t; now. 
Moreover , it i s likely that for every new job televisi on creates 
on its ovm account - just to operate - fo r the building of its a_par -
tus' operation of its program.., anu general .maint enance - the res-ult s 
from TV adverti sing will create ten new jobs in factories, stores and 
di stribution because of necessaYJ increased output.l2 . 
It is rea sonable to assmne that television wi ll p-yramid its employ-
ment as o other business has, since before the \var. The American Tele-
phone and Telegraph Company recognizes the additional revenue to be 
derived from t elevision as do the Electric Power Companies. T' ey have 
augmen·bed their staffs f'or the purpose of giving increased service 
12. "Television Production Problems" - J ohn F . Royal , Vi ce P resident 
National Broadcastin Com any. 
15. 
and to prepa re, through training, personnel capable of merchandising 
progr~s to increase their uyefulness to this new field . 
In due time, the ] 'ilm Indust ry will r ecognize, more fUlly, the part 
it can play in television. Film execu·tives will find numerous ways for 
I their stature through television which also 
I 
motion pictures to enlarge 
transmits its art with t he speed of ligM. Thi s will add more employ -
ment around the world for the film indust ry, which will expand its s e r-
vices due to television. 
There bas been much loose talk co!lcerning television's power of 
r ecreating a cl oser knit f amily group and bringing adults and children 
Lack i nto the home with its entertainment . .An executive of a large 
independent Television Company sai d that, "'I'elevision would undo the 
wolli of the automobile." He explained that t he gasoline motor had 
taken the Americans out of the home to roam the countryside. In so 
doing it had revolutionized our economy. Television was proclaimed 
to be putt ing the kue rican people back into their homes. 
Another :prophecy which has been voi ced and given some credence by 
many, bot h in and outside of television , is that television will 
"deurbanize" the cities of the country. This is explained as meaning 
that we will no longer have to go to town to do our shopping. The 
theory behind such a revolutionarJ change in this American habit is 
this. A video camera will take us about large mercant ile establish-
ments . We will go :rrom floor to floor and counter t o counter. As we 
take our comfort and loll in suburban living rooms , with a telephone 
16. 
at hand , we will eye all the merchandise displayedJ appraisingly, and 
will purchase whatever we choose by a fingle t elephone or der. 13. 
There is no doubt but what television has captivated the members of 
the .American Home. First, the men who purchased a TV set for sport s 
events; t hen the children through the enchantment and delight of new 
presentations of old forms of entertainment, namely the marionette and 
puppet shows; finally, t he women who are fast becoming tel evi sion fans of 
innumerable typesof programs, afte r once overcoming the handi cap of hav-
ing to give their undivided attention to this new medium. 
How long television will keep the people at home, away f rom the thea-
ters, listening less to radio, having fewer activities and not following 
I 
their gregarious cust oms only time wi ll tell through t;elevision offerings 
Based on past history of new irrventions which have caused technologica 
obsolesence, never has the clock been tu1~ed back . In most instances, th 
importance of one mechanical invention gave way to a better one though 
it ma~r have cont i nued or advanced i n some modified capacity. 
Economically , what television ' s effect upon or r elation to the Moving 
Picture Industry, the Publicati ons Business and Radio is a moot question 
and one that has received wild speculation with no substantiating infoma 
tion. Those closest t o television are moderdte, cautious , and indefinite 
in their opinions and judgment concerning this matter. Others are non-
ccr.anni ttal or propose the probability that "only time will tell". 
When radio was making i tself felt as a powerfUl national instrument of 
i n f onnation and entertainment, Publishers were fighting it tooth and nail. 
13. "Back Into The Home with Television" 
Boston Daily Globe- T. G. M.'s Column June 8, 1949 
Time has since shown that, whereas, they might not be living in harmony, 
exactly, there is now even a larger place for publications in the scheme· 
of .American economic and social living than before the advent of radio. 
Competition, which is the life blood of .American Economy, has proved time 
and again that much of national business can continue and is improved by 
competit ive innovations. 
Mr. David Sarnoff and a few other men of similar stature and vision in 
the broadcasting industry suggest that, after a reasonable adjustment 
period during the revolutionizing establishment of television in this 
country, tbe entire American economic structure will be st rengthened and 
benefitted. However, there is this major economic consideration in 
television which must be remembered. To date no single television station 
is making money yet and it is tacitly admitted that networks and TV chains 
~~11 be obliged to invest much mo r e money before the ledger vdll show 
profits. An additional complicating factor is that most television out-
lets are operated by radio stations. 
According to modest estimates, every phase of television ' s cost of 
maintenance and operation is four or five times that for radio. The 
complexit ies involved in the transmi s sion of both sound and smght, which 
requi r es intricate, highly-specialized, expensive equipment and considera-
bly more personnel is not a consideration of this study. But undoubtedly, 
it is obvious that television is a complicated and costly business. 
Broadcasters , today, have the difficult problem of striking a balance be-
t ween their television expense and t heir radio income. 
There are other imponderables in the economics of television such as 
18. 
exorDitant production and talent costs, comparatively small audiences and 
the necessarily high charges to the sponsor who must pay the bill. So, it 
I 
appears that the most immediate need is for more radio stations to promote 
the sale of TV sets and to build the national television audience which is 
necessary in order to attract the majo r advertisers who can support the 
big shows. 
With the increase of televisi on audiences there ~all be a decline in 
radio audiences. 14. Thi s does not mean that TV and Radio are incompatible 
nor is the business cycle of each running in opposition to the other or in 
a vicious circle. An equitable balance between these two media will be 
worked out by the intelligent broadcaster of vision , in time. 
Conflictin£ Opinion~£! Radio versus Television 
In view of what has been said concerning the influences of television, 
it is appropriate to mention and quote some of the widely divergent view-
points of Radio verSUJS TV among men whose words have authority. Regardless 
of whether television is hailed as an entirely new communication mediuw_, 
its grovnng pains and development can be understood far better when it is 
considered in rele.tion to radio. This is especially so because TV ' s birth 
and lifeline is Radio ' s brainchild and liability. 
Perhaps the most potent statements made, whi ch rocked the broadcasting 
industry, were those by Mr. Merlin H. Aylesworth, fi rst preflledent of the 
National Broadcasting Company in his Articl e, "RADIO IS DOO:MED". 
14. New York Times, Television News, Radio News - Programs Sunday, 
April 24 , 1949 Article, "Television, in Big Strides, Advances 
Across the Nation" by J"ack Gould 
19~ 
It is pertinent to mention a bit of Mr. Aylesworth' s background before 
quoting him and reflecting bis thoughts. LOOK Magazine says that he was 
named Merl i n after King Arthu r ' s f amous magicien . .And the magi c of the 
name seems to have followed him ever since . Merlin H. "Deac" Aylesvm rth 
i s the onl r living man, known to LOOK ' s biographer, who has been tb.e head 
o f four different methods of Mass Comm~~ications. The~ are : Radio, Films, 
Newspapers and .A_dvertising. Presently, Mr . Aylesworth is Chai nnan of the 
Executive Committee, Ellington & Comp y , Incorporated, Advert ising. 
Mr. Aylesw·orth ' s first pronouncement in his article was: 
predi ct ·i;hat vvithin three years the broadcast of sound , or ear 
radio, over giant networks ~~w111 be 1 'ped out. Pow·erful net1 ork tel evisio• 
'V'lill take its place, completely oyershadowing the f ew weather reports and 
recorded programs left to the remauing single , independent ear radio 
stations . And stars wh o are now big ear in radi o wil l be the best in 
television. 1 59 
Conyincingly, Mr. 1\ylesworth quoted facts and figures to su· :port his 
beli •3f that the televi s i on set has become a necessity rather than a luxu 
in t he home . He pointed out that television is growing faste r than ear 
radio and movies did during a similar length of time in their development. 
Further, Mr. Aylesworth believes that televiewers will be served around 
the country by five telev ision networks. 
In bright contrast to his first statement, Mr. Ayl eswo rth insisted 
that, through the power of televi s i on, politicians will be k ept on their 
t oes as never before; every night ·will be a "front-row first night"; 
15. "RADIO IS DOOIIJIED" by Merlin H. Aylesworth, First President of 
the National Broadcasting Company - LOOK Magazine April 26, 1949 
••••••• page 66. 
20. 
everybody gets into the act as never before; vaudeville vnll be reborn; 
literacy will be spurred; big shows will be fil.In, consequently, movies 
·will consume 50% of the television tinle; and the family unit will be 
strengthened by making home more attractive to people. 
Finally, Merlin Aylesworth said: 
Tel·evision, here to stay, is · already a necessity in the home. I feel 
confident in sunnning up these things I am sure it will do: 
1. It will increase the mmber of sports fans and build up 
attendance at sports events. 
2. Educators will find it a big boon in teaching people 
of all ages. 
3. It will bring religion to more non-.church goers; ¥lill 
encourage more attendance at church. 
4. It will increase the number of movie fans and send more 
people into the movie theaters . 
5. It will provide another big industry for .American job-
holders. 
It is not indicated how many people would be thrown out of wo rk i f 
Radio collapses completely nor how many would be absorbed by televi sion . 
6. Just as ear radio helped increase literacy in this 
country , television will increase the numbers of 
readers of good books, good magazines, good news-
papers.l6. 
Less bluntly and more eircui tously, Mr. Wayne Coy, Chairman of the 
Federal Corili~ications Commission, echoed Mr. ~~lesworth's opinion on 
the radio versua television economic status. Mr. Coy expressed his 
16. "RADIO IS DOOMED" BY MERLIN H • .AYLESWORI'H, First President of the 
National Broadcasting Company - LOOK Magazine April 26, 1949 -
Page 7? 
21. 
point of view in an address at the National Association of Broadcasters, 
April 11, 1949. It is not evident why, whether by virtue of his :posi-
tion or his temperament, his remarks held less bombast. However, it is 
interesting to note that, on page 4 of this 12 :page speech, Mr. Coy 
devoted three paragraphs to Merlin .Aylesw-orth's article in LOOK. He 
added that it was a challenging bit of thinking. 
To q_uote from Mr. Coy 's speech further along, he remarked: 
The essential diff erence between Mr. Aylesworth and me is one of tim 
-- or really the question of how soon Television can become a nation 
wide com:peti tive system with 'circulati on' in most of the homes of 
.America. . That there will be a transition period is a certainty. Mr. 
Aylesworth's three years seems much too short for me in t~nns of the 
radio manufacturing industry's ability to build the receivers neces-
sary for cir~~lation. 
There is no doubt tbat television and sound radio are entering into 
a :period of intensive competition. It is, first of all, competition 
for audience. Television is seeking audience (circulation) and radi 
is fighting to hold it. It is also a fight for the advert isers dol-
lars. The trend is toward te1evision •••••• if I can understand the . 
implications of the statistics. 
Make no mistake about it -- television is here and here to stay. If 
there be those here in the audience today who think th~ can lick 
television, >~o think if they can stall the development of it in thi 
country or in their community, I urge them to give heed because they 
know ·not what tbey see bei\'ore them. 
I see television as the dominant medium of broadcasting in the futur 
It is a new force unloosed in the land. I believe it is an irresist 
ible force. It is a technologi cal discovery that the people want an 
demand. It is not something you have to high-pressure the :people in 
to buying.l7. 
From Broadcasting Magazine of May 9, 1949, Mr. Coy was reported to 
have made more direct and forthright :predictions concerning the domi-
nance of television in the American household. The FCC Chairman, as 
one of the 
17. Address by Wayne Coy, Cha.i:man o:f the Federal Communications 
Commission at the Meeting of the National Association of Broad-
casters _- A ril 11 1 1949 - Chica Illinois (Page 8 and 9) 
22. 
chief' speakers at the 19th Institute for Education by Radio at Columbus, 
Ohio, said this: 
: ~~~~ years from tonight (May 5, 1949) most Americans >rill be getting 
most of their broadcast information, education and entertainment from 
television . ' 18 • . 
At this time Mr. Coy named the date for television's dominance over 
audio broadcasting, specifically, 
Mr. Aylesworth predicted. 
1954. 1 
I 
This is two years later than 
Mr. Coy's remarks were quoted more extensively by the COLUMBUS EV.ENING 
DisPATCH. This newspaper reported that the FCC Chainnan said: 
The skyrocket progress that has marked television during tl:e past two 
years will be progressively accelerated!. · 
.And we lmow that television attracts
1 
more audience per set than does 
sound radio. We also know that even t oday the listener gives more 
attention to his television set than he does his radio receiver. That 
amount of' attention should increase as programs improve in quality and 
quantity. Five years from tonight I expect to see 600 to 800 TV stations 
on the air. 19. 
In contrast ·to the liylesworth-Coy all-out enthusiasm for television and 
its potential advantages to the exclusion of radio, there are other atti-
tudes expressed which are of equal import. One of them is given by Mr. 
David Sarnoff in these words: 
I believe that television has a boundless fUture. I believe that it 
will be a greater industry and a greater art than broadcasting, but I do 
not believe that the two are mutually competitive or exclusive. 
18. BROADCP...BTING May 9, 1949 " RADIO'S WTITRE" Page 29 
19 . THE COLUMBUS EVENING DisPATCH May 6, 1949 Report of Mr. Wayne Coy, 
Chainnan of FCC, speaking at the 19th institute for education by 
radio, sponsored by Ohio State University at Columbus, Ohio 
23. 
Rather, I believe tba.t sight and sound will be united in order to serve 
the human brain by the ear as well as the eye , with a message of infonna-
tion, of entertainment, of culture, and of government. Therefore, I would 
not place any limits on anyone's imagination about the wide scope and the 
untold possibilities of this great new art. 20. 
It is noteworthy that the simple, direct expression of Mr. Sarnoff's 
statements above , in no way imply that he believes that radio will be 
replaced by television. On May 3, 1949, David Sarnoff delivered the 
following remarks to the RCA stockholders. 
The outlook for television in 1949 is bright . It is continually gain-
ing in popularity with the public, and as a new industry, it is one of the 
safeguards against a serious economic recession for it promises to be a 
vi tal factor in tbe N at:i on 's economy. 
The radio industry is particularly fortunate in being closely allied 
vnth science and invention . This alliance always holds the promise of 
new products and new services . Scientific research is as vital a function 
in the RCA as is manufacturing 'llD .r broadcasting. Radio has been, and will 
continue to be, a broad field for new developments and expansi on. Even 
in this day of television, we believe that we are only on the threshold, 
for radio is st i l l a f ertile field for invention, discovery and progress. 
We have seen radio broadcasting, talkies, television, radar, ul tra.rax 
and the new field of electronics evolve from the small beginnings of the 
early "Wireless". Radio is a constantly changing art and industry in 
which the pattern of the future at no time can be charted with certainty. 
Yet the public's needs for its services ~~11 never cease . 21. 
On December 15, 1948 at the Chicago Radio Management Club, the Editor 
and Publisher of Broadcasting had these forceful remarks to say. 
Our experts are predicting tba.t: 
1. TV's advent means that AM and FM are going to pot; 
2. They won't go to pot - ~; 
20. Foreword by David Sarnoff, Chairman of the Board, Radio Corporation 
of America in Television, The New Teacher - RCA Pamphlet published 
in 1949. 
21. Statement by David Sarnoff, Chairman of the Board, Radio Corporation 
of America - At the 30th Annual Meeting of RCA Stockholders -
:May 3 1949 
24. 
3. Color and stratovision are the answers in TV. 
Let ' s face it: we are in the throes of a great r evolution in the mass 
media . We ' ve seen it since Dr. Conrad put KDKA on the air in Pittsburgh 
in 1920, and kept it there. Right now the eruption is at its most vio-
lent pitch •••••• The Media are all different in size, scope, appeal, 
impact, audience and potential ••••••••••••• • Each new medium, if it has 
any intrinsic worth, has found its own niche. Radio sells against all 
other media and is the most effective mass medium extant. It is the 
closest thing to direct selling since the Fuller Brush man and it will 
continue to compete with all when the sellers and buyers of advertising 
acquire the know-how •••••• In the past each new medium has been accommo-
dated. e & ••• each has benefitted the othe::c and improved .American living 
standards ••••• 
Mr. Taishoff , confidently continued his forthright speech saying: 
So, television ' s spectacular emergence introduces a new competitive 
factor. It will compete with radio as the greatest means of mass communi-
cation ever developed . To say that it will replace radio , this year, next 
year or in the forseeable future, is to ignore precedent . To cling, smng-
ly, to t he notion that sound broadcasting will remain supreme and inviolate 
utterly disregards the history of our electronic era. Radio will move in-
exo rably forward. 22. 
In answer to Mr. Aylesworth's belief that Radio is doomed, Mr. James L. 
Fly, former FCC Chairman, made his reply in a letter published by LOOK 
under the column, Letters and Pictures. 
Mr. Fly advised the public not to throw away their radios despite the 
fact that television is on a grand march as a wonderful, constructive 
force. The belief that television will live and grow is one point "Larry 
Fly" and "Deac" Aylesworth have in common. To quote Mr. Fly directly: 
Mr. Aylesworth is wrong in saying tbat radio is dying and your radio 
should go into a corner with the homed toad ••••• I admit that the record 
of FCC Chairmen as seers is not of the highest order. In 1946, Charles 
Denny predicted l!M would displace AM in two el:' three years. In 1947, 
22. "RADIO - HORIZONS UNLIMITED" TALK. BY SOL TAISHOFF - Editor and 
Publisher of BROADCP...STING at the Chicago Radio Management Club, 
December 15, 1948 - Pages 2, 3, 4, and 5 
25. 
silence. In 1948, Wayne Coy predicted the same result in a genera-
tion. I n 1949, Commissioner Paul A. Walker rightly said. "Only God 
knows~ Meanwhile , Coy was busy preaching television. With this 
background, let ' s look at "Deac" Aylesworth's doom of .AM ~ :EM -
t hat is radio • 
.Aylesworth's fUll logic applies only to New Yolk , Chicago and Holly-
wood. These citi es are neither 48 states nor typical of them. Any 
careful analysis will show more factors of contrast than of compar-
ison between New York and distant, lesser communities •••••••••••••••• 
Big networks and manufacturers have generously Santa Claused New 
Yor~ TV losses. They cannot do this for the nation ••• • ••••• •• • • 
The economics of TV present a staggering problem •••••• TV operating 
costs are about five times that of radio ••••• •••••••••••• An elaborate 
TV show, with all its expense and minute care, i s a one-day affair. 
No three-year runs. The total cost of originating a series of good 
TV shows, transmitting a.11d exhibiting them nation-wide for an hour 
over a 39-vreek stretch has never been definitely calculated-much l ese 
faced up to . Vllien this is done , the Advert i sers' budgets are headed 
for the cleaners. 
Even assuming TV prosperity in New York, "Deac" Aylesworth , in doom-
ing radio , has overlooked the basi c characteristic of the TV vi ewer. 
He makes a date with TV. ~Je and ear concentrated, he i s complete-
ly absorbed. No shaving, cooking, dressing, dishwasbing, reading, 
card-playing, driving. Radio , by comparison, is more commonly i n-
cidental or background. 
Radio is not the only competitor of TV. Parents are worr,ring about 
the children's studies . Some critics are concerned ~~th TV's effect 
on reading. 
"Deac" Aylesworth shows especial solicitude for the movies, and he 
reassures them. The surveys refute him. Note the close analogy 
between TV and the movies. And why the avidity and persistence of 
the big motion picture companies in going into TV? ~lliy t heir re-
fusal to release even moderately old pictures to television? 
Despite this, it is no accident that film is today the leading 
TV Program source. 
We are dealing with the broad and varied likes and dislikes of 
150,000,000 people . One healthy diversion does not die vnth the 
advent of another. People with cars, take walks and row boats. 
Even with radio AND television, President Truman prefers to meet 
the people face to face. 
The only logical conclusion is that TV will cause the cutting of 
one more slice from the total pie of public diversion. No slice 
will be lost . Which may be affected most by TV is uncertain. 
26. 
Traditionally, healthy .American industries land on their feet. Doom 
comes only where such an industry stands squarely astride the path 
of an all-consuming, basically inconsistent competitive force. 
Make no mistake , TV is here to stay. And it will grow into one of 
the dominant forces of our economy and of our social, political and 
cultural patterns. This it will eventually do, in spite of economic 
and electronic handicaps. I have a TV receiver and I love it. If 
you can use one, I strongly recommend that you buy it. But do not 
throw avva.y your radio . If you do not have a good one , buy it now. 
You will use it for a long time to come. 23. 
Mr. R. C. Cosgrov:e in an address, "Television, Present and Future", 
delivered at the 20th Annual Boston Conference on Distribution, had this 
t o say; Television, as an industry in itself, is a complete new f actor 
in the business of t he nat ion. In time, it may overlap radio t o some 
extent , but actually it will replace nothing. "It is a PLUS value" . He 
asserted that it would probably be years before television can reach 
the rural sections of .America. This is by reason of the sparse popula-
tions and the gr eat expense of building stations t o serve them. As a 
r esult, it is evident t hat the public will demand millions of new radios 
each year. The homes, in these farflung fann and less populous areas, 
will continue to depend upon radio programs which have become so neces-
sary to better living. 24. 
23. Letter to the Editor: by James Lawrence Fly, fo rmer FCC chairman , 
New York , N. Y. LOOK Magazine in Letters and Pictures Column 
June 7, 1949 Page 6. 
24. "TELEVISION, PRESENT AND FUTURE" by R. C. Cosgrove, Executive Vice 
President, Avco Manufacturing Corporation - Address delivered to 
the 20th Annual Boston Conference on Distribution, October 25, 1948 
Page 11. 
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The J"une 15, 1949 i ssue of Variety reported that a poll by George 
Gallup, Director of American Institute of Public Opinion, has found 
that the country is divided on the ques1i on of whether television will 
doom radio . This study was made after Mr. Aylesworth's article, "RADIO 
IS DOOMED" , appeared in LOOK Magazine. The extent or sampling of this 
poll was not indicated. However, Mr. Gallup claimed t hat one adult in 
four believed radio will become extinct 1rith the advent of television. 
Approximately a third of those interviewed thought that TV will do no 
harm to radio. Some people believed that television may stimulate and 
improve the radio business. On the other hand, there are 11% of the 
total surveyed who are of the opinion that television will affect radio 
seriously but will not eliminate it. 
Other interesting findings of this Gallup poll are: 
a. More than half the adult population has never seen television 
broadcasting anywhere. 
b. Those who have viewed TV are almost 2 to 1 in their belie1a 
that radio is doomed. 
c. As of May 15, 1949 •••• •• only 44% of the adults sampled by the 
Gallup poll, throughout the cotmtry , had seen television. (The 
survey was based on adults of 21 years of age or over) 
d. There was a very shall> contrast in <Dpinion between those who 
have seen television and those who have not. 25. 
It is obvious from what has been quoted, that opinions on Radio 
Television vary all the way from the prophets of doom, who say that 
radio will cease to exist, to those of .the unbounded optimists, who 
think that television, eventually, may have a promotional effect upon 
listening. 
25 . VARIETY Gallup Survey on whether TV will doom radio - June 15, 1949 
Pages 22 and 36. 
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At a conference of the Nati onal Association of Broadcasters, in May 
1948, there were such distinguished members of the broadcasting industry 
attending as CBS President Frank Stanton ; Mark Woods, presi dent of .A.BC ; 
Lewis A. Weiss , Chairman of the Board of MBS and Noran Kersta, director 
of television operations for NBC. According to the NAB report of t his 
meeting published in February 1949, there were fairly unanimous reflec-
tions of attitude by the f our network representatives . 
They were consentient that television is one of the most expensive 
u;ndertakings the broadcasting industry has ever faced. Also, they were 
of one mi nd that radio is here to stay and the terrific future of tele-
vision vdll not bankrupt it . Finally , these members, representing the 
f our networks, concluded that the highly selective program structure of 
MI radio and its extreme availability throughout the country vvill certai , -
ly assure it a highly useful future in the American scene . 26. 
Cultural Aspects ~TV !!!:, America 
Previou sly it was mentioned that the con census is that television 
i, s going to have a defini t e and far-reaching influence upon the country ' 
culture. However, a good deal of ambiguous lip service has been express
1 
ed about it. No specific or distinct explanations are available over 
the signatures of the better known leaders in broadcasting. Nonetheless 
there are increasing amounts of data appearing daily in news re:ports, 
26. National Association of Broadcasters report "Getting a Focus" 
A report on the visual broadcasting art - Second Printing -
February 1949 - Pages 1 through 12 
promoti~nal pieces and as trade paper filler items from unidentified 
authors. 
29. 
By definition, from Webster' s unabridged New International Diction-
ary, 1945: Culture is) " the state of being cultivated; especially the 
enlightenment and discipline acquired by mental and moral training; 
civilization; refinement in manners and taste. A particular state or 
stage of advancement in civilization; the characteristic attainments 
of a people or social order. " It can be assumed from that definition 
that any aspect of life, economic or otherwise , may be considered s of 
a possible cultural nature. 
Diverse ideas have been expressed concerning the impact of televi-
sion on the count~- ' s culture. Some have asserted that it will be the 
"death of culture" , because of the excesses of commercialism which will 
blight the visual a r ts. Other unnamed television adherents maintain 
that television can vdden the appreciation of those very arts on the 
same scale that radio aided the cause of good musi c . Probably, the 
truth lies somewhere between those two extremes. A reasonable belief 
is that, if the precedent of radio is followed , the television broad-
caster, individually, will decide mainly where the point of balance 
vdll come. 
Not to be slighted are the questions which have been brought up by 
the educator, the showman and the sociologist. They ask what t he effect 
of a continuous show i n the living room will have on children v1ho will 
be exposed to such an influence. Will it have the effect of curbing 
young people from the active participation in events? What will be the 
30. 
impact upon Broadway, Hol ywood and the sports world? Will television 
serve to make the average child and person prefer vicarious experi ence 
through the sheer pleasure of looking at the world passing by on a 
screen in his home? No answer s to these questions are , as yet, forth-
coming from television. 
The growth of television so far has been attained within the pro-
tecting confines of the homes and workshops of its scientific custodians 
Among the probable primary social effects of television, it has been dem l 
onstrated that, for the first time i n history , a combination method of 
instantaneous participation in the simultaneous experience of sights 
and sounds of the entire outer world is brought to people in their ovm 
homes. 
It is more realistic than motion pictures because it projects the 
present rather than the past. The sensation that one i s participating 
in an event as it is actually taking place is far more intense than 
witnessing that same event after it has occurred. It is a foregone 
conclusion c·onceming the emotional appeal of pictures which to most 
people are quite beyond sound or print alone. 
~ Influence On ~ Church 
The first time television showed its usefUlness to the church was 
revealed on Easter morni ng in 1940, when the religious services of 
three outstanding denominations were televised from pulpits in New 
Yor"'~ City. On the vlings of radio and video, pictures were sped through 
space for 150 miles distance . This in itself shows that the Church, 
31. 
through science, has another missionarye This is evidence that science 
and religion are two powerful force s which work for the good of mankind 
everywhere. 
Television ~ .TI!! Film Industry 
It is regrettable tbat up to the present time the film industry has 
not manifested any particular enthusiasm for television. Judged by 
trends and indications of the extent that films will be used in televi-
sian, it is not understandable why motion picture· executives have not 
studied the TV problem and cooperated vnth the indust~y. 
At the Fourth Annua~ Convention of the Screen Directors Guild in 
New York City, January 15, 1949, Mr. Louis de Rochemont, execut i ve 
producer of RD-DR (Readers Digest-de Rochemont ) Corporation and Louis 
de Rochemont Association, flatly stated: 
Television vnll destroy the motion picture industry as we know 
it today. 
In the place of the Hollywood.we have knovm, the impetus of TV 
will make for a mass Hollywood-to-New Yorlc migration by movie-
making firms. It is my opinion that the motion pic~1re industry 
will be rebuilt on a healthier and sounder basis •••••••••••• 27. 
Mr. de Rochemont urged screen directors to tum to educational 
films and he pointed out that most film companies would profit and 
benefit greatly by the revolution caused by television. 
Mr. Billy Rose, the well-known impresario of the Diamond Horseshoe 
-and producer of fabulous extravaganzas, expressed his attitude concern-
ing moviedom and television in his column {Pitching Horseshoes), May 
5 , 1949 . 
With television on the march, it ' s the best thing that could happen 
to Hollywood since Griffith invented the close-up. Unlike movies, 
television is all for free, once you ' ve got a set •••••• 
Hollywood will continue to do business at the old stand- but it's 
my guess that it won 't be business as usual. 28. 
As reported by TIME Magazine, October 25, 1948, .AMERICA'S TOWN 
MEEI'ING OF TEE .AIR, (.ABC, Tuesday 8:30 PM E. S. T.) presented experts 
32 . 
on both films and TV to consider the question, "Will TV eventually put 
the movies out of business?" To quote the Time report: 
Paramount Pictures' Paul Raibourn, who has made his studio a TV 
pioneer, sounded optimistic about the movies' future . But he 
gave the new living room wonder its due. His o'vn research staff 
had reported that a new television set in the home not only does 
away with radio listening while it is on (and even when it is off 
according to Sindlinger & Co., o~~ers of a new gadget for measuring 
looking and listening habits) but also cuts 2o% to 3o% off such 
leisure pursuits as driving , reading -- and moviegoing. 29. 
In answer to the question of whether Hollywood was trying to keep 
its new films off television, Mr. Raibour.n replied: 
"We are not trying to, nobody is paying us enough to make putting 
them on worth while." 
Such remarks struck sparks from Mr. Mark Woods, President of ABC . 
His efforts to build network TV will give his company an insatiable 
appetite for films according to TIME. Mr. Woods pointed out that the 
movies have nothing to fear from TV - that is, if they get on the band 
27. BROADCASTING - Tel.ecasting J"anuary 24, 1949 "MOVIES-NEWSPAPERS" 
Page 37 
28 . Boston Daily Globe, ~riday, May 6, 1949 "BILLY ROSE IN HOLLYWOOD" 
29. TIME Magazine October 25, 1948 RADIO & TV Page 82 
Report on ".AMERI CA'S TOWN MEEI'ING OF THE .AIR" (.ABC Program) 
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wagon now. He explained tbat this meant turning out films especially 
for the living room at prices that televisers can afford to pay now. 
Mr. Woods added what seemed to be an ultimatum to the effect that if 
the film industry was unwilling t o enter this new TV industry on such 
a basis, then ABC is prepared to do so. 30. 
Mr. Samuel B. Goldv.'Yn of Metro-Goldwyn-Mayer declared in a byline 
story appearing in the New York Sunday Times February 13, 1949, that 
Zenith Radio ' s projected "Phonevision" idea presented the greatest 
potentiality for the film industry to get profits on pictures that are 
made especially for television . This would mean that the fee paid by 
the set ovmer for the privilege of seeing the film on his home TV re-
ceiver presumably would be divided among the transmitting station, 
the film producer and the telephone company which would supply the 
necessary lines for the transmission of the film into the hom~. The 
production for such TV transmission of full-length pictures may not 
become a reality for five to ten years according t o Mr. Goldwyn . How-
ever, a vast demand for full-length feature pictures (in film), espe-
ci.a.Uy made for television, vlill need t o emphasize STORY V.ALUES in 
order to hold the audience interest. Mr.. Goldwyn. stressed his conten-
tion that a "broader, lustier" type of acting than is presently made 
for pictures shown in theatres is necessary for television because of' 
the average small-sized video screen. The pacing in a television pic-
ture will need to be much more rapid for the same reason. 
30. IBID. 
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In conclusion, Mr. Goldwyn declared that: 
The certainty is that in the :future, whether it be five or ten 
years or even more years distant , one segment of our industry will 
be producing pictures for exhibition in the theaters, while another 
equally large section will be producing them for showing in the 
homes. The stimulus of competition should bring forth better pic-
tures for bot h. 31. 
The Screen Actors Guild, after completing a recent survey, announced 
that there was no profit in making television films now. Numerous 
companies have been established for the purpose of making video films 
but few pictures have been made and those are mostly audition films. 
Film TV costs 100 to 150% more than the production of live television. 
Experienced broadcasters say that when the sale of TVsets increases 
production will move from the red to the black by 1950. Therefore, 
television filming will not get unde~flay before then. 32. 
Finally, Mr. Spyros Skouras, President of 20th Century-Fox Films has 
ju st issued this statement: 
It is worth while to state our present conviction that television 
development can go forward only as a part of the motion picture 
field and that the great comraercial success of television will come 
through the theater, because all the theaters of the co~~try some 
day will be equipped with large television screens. 33. 
31. VARIEr¥ "INSIDE TEL:E\TISION" FEBIDARY 15, 1949 
32. RADIO DAILY Wednesday, June 22, 1949 "Screen Actors Guild Survey 
Announced" Page 7 
33. Rfl...DIO DAILY Friday, June 24, 1949 "Bout-Via-Tele Is Eye Opener 
To Movie-Exhi bitor Skeptics~ Page 7 
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Agency - Advertising In TV 
Inasmuch as it is recognized that the 20th century American economy 
could not be what it is without the functions of advertising, it is 
incumbent upon this inquiry to show some of the thinking in t hi s area. 
The well knov.m. business authority, Mr. Harry Schenn.an has said: 
The wealth of all human society varies with and is determined by 
the volume of all business exchanges, goods for money, services 
for money or money for money, all of which is encompassed in the 
single word 'business'. 34. 
Individual enterprise, imagination and initiative would have been 
lost if the ultimate consumer could not have been told of industry ' s 
vast products. The consumer is the one who controls the destiny of all 
business. He is the "leit-motiv" of all production, as it were. Actu-
ally, all the world 's wo:rk is done to satiGfy him. This makes him, 
virtually, the capitalist; big business; industry; small business ; tax-
payer; voter and investor. !!£_ ~ ~ ~blic . Through each additional 
communication medium; newspapers, magazines, billboards, radio - and 
now television, he dete1mines ultimate consumption. Because of these 
various means of advertising millions of units have been created by mass 
productions. They could only have been sold at cost per unit far below 
any previous dreams because the consumer had faith in the widespread 
advertising of them. As a result, actual dolls.r savings to the buyer 
34. "THE PROMISES MJ!N LIVE BY" by Harry Scherman, Random House 
New York 1938 as quoted in Business Journalism by Julien Elfenbein 
Harper & Brothers 194'7 Page 13 
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far exceeded advertising costs. Now, a new advertising medium has been 
born - Television. Agencies and advertisers alike are concerned about 
how it is to be used to its maximum advantages. 
I 
At the First National Television Conference in April 1949 in Chicago, 
much thought and discussion were given to this very problem. There 
were many outstanding leaders representing advertising present. Among 
them were: Mr. Leo Burnett, president of Leo Burnett Company, Incorpor-
ated; Mr. Hugh E. Davis, executive vice president of Foote, Cone and 
Belding; Mr. Jack Poppele, president of Television Broadcasters Associa-
tion; Mr. I. E. Showe~,NBC Central Pivision vice president; Fred 
Kenkel, vice president of c. E. Hooper, Incorporated; Jack Van Volkenbur . , 
vice president in charge of CBS television and others. They all express 
ed very definite concern for the place the Agency and Advertiser will 
have in the television sun. 
Some points of agreement these gentlemen went on record about, were: 
1. They all disclaimed the title of "television expert". 
2. They believe that although television is embryonic it is 
also atomic. 
3. They insist that what appears true today may not "hold 
water" tomorrow. 
4. They felt that what may seem. to be an exaggeration in 1949 
may prove to be a gross understatement by 1950. 
5. Everyone was certain that only the most uninfonned reactionary 
could believe, any longer, that television was as remote as 
"aU. S. military outpost on Mars or a balanced budget". 
6. They felt, aa a man, that Television gives every promise of becom-
ing the greatest mass medium in history •••• not in its special pro-
gram appeal but in its limitless use by American business. 
7. They "fbel=!i.'S'M that the reason Jlb:~oinle like television ro much is 
because, in this ONE medium, it has the appeal and power of all 
media, It bas the ability of newspapers and magazines to tell 
stories in both text and pictures. It has radio's 
3?. 
great power of the human voice. Moreover, it has the intimacy 
of the theater and the power and range of the motion picture. 
8. They do not think that television will replace any other medium. 
but rather will enhance them all and be instrumental in promot-
ing all business and activities far beyond that which has been 
hitherto known. In the report~ words, television will serve to 
make - "Spectaculars MORE spectacular". 
9. It's an opportunity for advertisers and agencies to take ad-
vantage of immediately through considered judgment and analysis. 
Many pithy and colorful statements were made at this first television 
convention which are of interest from the standpoint of pertinence and 
impertinence. But in the main, they were sound and less extreme than 
much of what has been said relative to television and all its ramifi-
cations during the past year. 
Of several direct statements by t hose attending the convention, 
Mr. Humboldt Greig, assistant to the director at the DuMont laboratories 
went so far as to say in support of television's ability to move goods: 
ftTelevi sion is NOT an advertising medium. It is a SALES Medium." 
Executive vice president, Hugh E. Davis, of Foote, Cone and Belding 
directed these remarks at television advertisers: 
YeU (the client ) are going to be the direct benefactor of television' 3 
terrific impact in advertising - an impact so great that the sponsor 
identification ratings are far beyond anything radio ever dreamed of. 
D:EMONSTBATION is the greatest selling tool you can ever use on the 
· public. At the same time you can tell them of the superiority of 
your product and the necessi -cy- of your product - and that combination 
can only mean MOLTIPLIED SALES • . ' 
Mr. Van Volkenburg stated: 
In television you not only can show the product it self - but you 
can shew it actually IN USE! Tele-vision is the one medium in which 
you can demonstrate a product like an automobile right in the HOME -
WHERE THE BUYING IMPULSE IS BORif. 
Mr. Davis also said: 
As for advertising and the agency, television is a precocious, 
headache-making, money-sucking, bydra-headed infant. OO:t it's 
advertising ' s prize-winning baby. 
It was quite explicit at this convention that the agency 's and the 
advertiser's problems in television were considered as one ; each in 
conjunction with the other. The agency realized with certainty that 
its allegiance and best interests were closely associated with the 
welfare of the advertiser. 
38. . 
In summary of the first TV National conference , here are some final 
conclusions. Both advertising and agency representatives recognize 
the fact that television is infected wit hmany "bugs" yet to be 
exterminated and that too much of television ' s program fare is 
amateurish and crude . The Client (or Advertiser) Vvi.ll find it easier 
to alter the direction of his advertising than an agency will be 
able to convert it.:: MACHINERY, HABITS and PROFIT PATI'ERN in order 
to conform to this great change-over. It was pointed out emphat-
ically that the agency business had better guard itself against 
being the retarding factor in the advertiser getting into television. 
Mr~ Leo Burnett, representing the Burnett Agency, succinctly 
indicated that the courage of advertising agencies to change long-
established habits and procedures and "to get wet all over" in 
television will be the index to the strength of the advertising 
business in the future. 35, 36. 
35o REPORI' ON FIP.ST NATIONAL TELEVISION CONFERENCE CHICAGO APRIL 
1949 - A synopsis specifically prepared for Agencies and 
Advertisers - by Howard M. Paul fre.dio-TV Director, W. D. Lyon 
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SECTION IV 
TELEVISION .AND EDUCATION 
If television is in its infancy, it can be said that education in 
television has only been born. In comparison to and quite unlike 
radio education, programming for education by television is taking its 
first steps already. Enthusiasm fo r TV education seems to be unbounded. 
Certainl y , there never was this unprecedented inspiration so early in 
radio's history as there is for teaching through television. 
There are those who think that we may be on the threshold of some-
thing new in educational techniques which may sometime be regarded as 
the beginning of a new era. One radio executive claims that televi-
sion is at the eye of the tel escope, of the l aboratory microscope, in 
the shipyards , in the steel mills, in the factories and in the halls of 
government. All are vitalizing the world in which the American children 
are endeavoring to learn. 
Teaching genius comes along too seldom and the teacher' s sphere of 
influence, personally and indirectly, has been very limited heretofore . 
Will television become the instrument of many classrooms instead of one , 
whereby the teacher of genius and inspiration, who is remembered by 
students throughout their lives, will be televised? Now1 leading ad-
ministrators have embraced television , al though no one is prepared to 
say to what extent or to forsee where tel evision will go in education. 
Television is proclaimed to be the new teacher today. Like the 
great t eachers of the past, televi sion will be the teacher t omorrow 
41. 
and vdll instruct by example to numberless students whose names will 
be legion. It does and will show the surgical operation as it is being 
performed; the work as it is being done in the textile mills; t he 
fields; underground in the mines; the factories and on tbe decks of 
fishing vessels. Teacr~ng by television will not be confined to 
schoolrooms. Industry will use it and so will govemm.ent to infonn, 
educate, train and inspire. A television classroom may be many roams 
in one ; ~~th thousands of surgeons, thousands of farmers or hundreds 
of thousands of children. Television vall bring new enlightenment 
to them all and new means for greater scope in education. 37. 
It is repeat edly pointed out that the industrial applications are 
endless. Color television, in addition to black and white , vdll have 
ming 
an important part to play. Educational progr~/ in surgery is cited 
as one of the outstanding examples, also displays in department stores 
and industry, where colors of raw materials, paints and various finishes 
are so important. A Surgical operation was televi sed, recently , at 
JohnsEopkins Hospital in Baltimore, enabling many doctors, nurses and 
students to observe the techni~ue of the surgeon closely. This was 
done in black and white televi sion . Had it been shown in color, televi-
sion authorities say that it would have been much more effective. The 
color of blood, tissues and organs of the body could be minutely studied 
37. TELEVISION The New Teacher by Meade Brunet Vice President 
Radio Corporation of .America Managing Di rector, RCA Inter-
national Division Pages 3 and 4. 
This, no oubt, ~Qll come to pass because the televi sion eye is so 
sensitive that i t can distinguish graduations of all colors . 38. 
In verificat i on of this, BROP~CASTING of June 13, 1949, reported 
the follo ~ing upon color television. 
Color TV stole the show at the American Medical Association , con-
vent ion in Atlantic City during the week of J une 6th (1949) and 
was hail ed as the greatest boon to surgery in many generat i ons. 
No predictions were ventured , either by CBS or the PlflA sp_9ke 
as to its future as a broadcast medium. 
42 
So vivid were the color transmissions that a number of the viewers -
including practitioners - becam.e ill and had to l eave the viewing 
rooms. There were several who fainted and others who simply could-
n ' t stomach the scenes. Some of the medical observers said that 
black and white television for surgery would not be nearly as sat-
isfactory as color TV. They claimed that color video is far mor 
effecthe thBll color motion pictures. 39. 
The book , "TELEVI SION-The Eyes of Tomorrow" , revealed the attitude 
that the m th.ods used in sol ving wartime problems in education by the 
military services has endorsed the saying of Confuscius that, "one 
picture is worth a thousand words". The author contended, however , that 
nothing can ever supplant the teacher-student rel at ionship in classroom 
discussions, 1 ¥ctures or the printed texts. Nevertheless, he believes 
that , through the potentialities of television art, sight and sound 
broadcasting wil l be an aid and an advanced method in the distribution 
o knowl edge. 40. 
38 . Address at the Radio Manufact1 rers As sociati on Convention, 
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There is some di scussion as t o whether the resul ts will be teach-
ing by educati onal films or educat i on by television. The author is not 
concerned with this i ssue but he is convinced that the manual arts and 
more abstract subjects may be presented to greater advantages thr ough 
visual inst ructi on f rr.)m. a cent ralized source . He thinks that there 
will be a new technique of educat ion built up around the medium of 
television. 41. 
I n conclusion, Mr. Eddy u r ged: 
This is not a problem that can or should be postponed pending 
developments in the i ndust ry-. While the framework of the medimn 
i s sti ll pliable, and while t he new educational concepts of the 
war period are still fresh in our memory, we sho 1ld at tempt to 
avail ourselves of t he magnificent opportunities t hat t elev i s i on 
appears t o present. To fai l to co-llduct the tests necess ry t o 
prove or dis ~ove the val ue of television to our educat·onal pro-
cess is to ignore the concepts on whic 1 our economic and cultuFal 
standards are n ow based. 42 . 
I n 1946, the year following publ ication of the data just reviewed; 
fro1~ the commencement address , at Bethany allege in West Virg"nia , 
has come this statement . 
Out of the Second lorl d War, tel evisi on :has emerged great l y improv-
ed by wartime research and development. Now, cience offers the 
liberal arts a new ext nsion in communicc.tion that a P-a ls o both 
ear an eye. Televisi-:J intensifies the responsibility .of the 
educator, t he theologian and the broadcaster. Each day can be a 
school day on the air; ALL THE COUNTRY IS A CLP..SSROOM. 43. 
41. IBID . Pages 287, 290 , 295 
42 . IBID- Page 295 
43. "THE ATOMIC AGE", Commencement Address at Bethany College, 
Bethany, West Virginia, June 9, 1946. 
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Thinking which extends to an international scale, concerning the 
cultural influences of television, was expressed in these words at 
Princeton University , October 3, 1946 • 
• ••••• Radio can move even across 240,000 miles of outer space to 
bring a radar signal back from the Jmoon in less than three seconds! 
We have crossed the threshold of television domestically and are 
approaching international television ••••••••• we behold the challenge 
which science hurls at m~ind. 44. 
Until now, it cannot be denied that television has been special-
izing in technical aspects, commercials and entertainment. The educa-
tio:aal prospects of TV have not been ex-plored fully and little has 
been put in ope-ration. Yet, it is overwhelming the amount of thinking, 
projecting and hoping that has been done in regard to television as an 
aid to education. :Emphasis on TV entertainment first was natural in 
the development of television in order to make the quickest transition, 
according tQ the American system, fr~m the experimental stage to a com-
mercia! status. 
Immediately at hand, there is evidence of the educational potential-
ities of tele~ision. For example, there are many fine documentary 
films which have had limited circulation but will come into their own 
on television programs. There are, also, films on science, government, 
history, travel and other types which are barred by theaters because 
they instruct instead of entertain. The theater industry continues to 
operate unfailingly . on the theory that moving picture admissions are 
44. Address at Princeton University Conference on "l!NGmEERING Al'iD 
HUMAN AFFAIRS", October 3 , 1946. 
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paid for the purpose of relieving the brain rather than to wo:rl{ it. 
]~1m operators consider that there is a definite cleavage between the 
two. However, there are those who believe t hat ther e is now an ade-
quate and ever-grovrlng audience which will appreciate instructive films 
via telecasting. 
Probably the obvious soluti on to the distribution problem of educa-
tional films i s television. Besides t he numbers of people reached, 
in and outside of school, there's the advantage in savings b~ exposing 
a vast audience to a single print of a given educati.onal film. Most 
schools and classrooms, in a certain area, cah be reached Qy TV trans-
mitters and receivers which may be installed in the classrooms or as-
sembly halls. 
With the increasing school enrollment and the consequent larger 
student audiences, it has become economically feasible to produce still 
more educational films especially geared to school studies. In time , 
perhaps, such educati. on f ilms will be telecast by transmitters other 
than those whi ch convey regular television entertainment programs. 
Lectures and demonstrations can be handled by television most effect-
ively. Outstanding educators and prominent visitors, t hrough TV 
facilities, may be spared in wide areas by "live" pick-up or mobile 
facilities. 
~er schools and college TV application, television will move into 
training programs. It is a known fact that if we become i nvolved in 
another war,.,overnight , mass training of civilians will be possible 
by t elevi sion. The fact t hat a meager handfUl of instructors and 
46. 
equipment can be put befo ra an unlimited and scattered audience greatly 
simpl i fies any imperative and urgent training at the present time. 
Educational t elevision 05 do more than bring a speci f i c program of 
i nst ruction before a vast , spread-out audience. It has the unique 
quali ty of being able to "peep-in" on a highly-specialized scene in 
behalf of an audience of a~ size in any location. 
The example given of apprentice TV training is t he classic one i n 
sur ger,y which has been quoted t ime and again and cited as one of the 
most graphi c demonstrations of TV in education ( see Page 41) • If an 
operation is to be shown in distant places or is one desired for a per-
manent record, television i s the met hod in which it can be done. In 
seeking a substi tuti on for t he old method of apprenticeship, televi -
sion has an impressive place in t he educational picture. Television 
does not interfere at all with t he master craftsman and his work; his 
skilled hands can be watched on the TV screen vnthout interference by 
those who are seeking training. 
Another clear possibility for educational television is in bridging 
t he present gap between management and workers. The man in the front 
office used to have close contact with the workers throughout hll.s plant. 
Since the tremendous expansion of business and the size of industry, the 
perso~al touch ~s been lost. Television can do a lot to restore it. 
Through TV, management can be seen and heard by all the workers at once 
while they are on the job. 
Television's ability to see in unseeable places provides unprecedent-
ed aid in furthering knowledge. .An example of this is t he Bikini atom 
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bomb tests. In this instance, television was used to good effect, 
especially in unde~~ter observations at depths of as much as 180 
feet. It was incredible that observers, topside and aboard the con-
trol ship, could watch the portions of sunken ships, divers and 
images of fish on the television screen in absolute comfort and safety. 
So it does not require too much imagaination to visualize the extent 
of remote seeing by the television camera. In submarine salvage opera-
tions this television sight should be of great importance. Rather 
than jeopardize expert divers at great depths, surveys and inspections 
can be quickly and safely conducted by submarine TV equipment. 
The eruption of a volcano can be studied in complete comfort and 
in absolute safety by remote television. It is claimed that the 
operation of a high-altitude rocket bomb or a rob~t plane can be follow-
ed on the ground and even the readings of various meters in the rocket 
or plane can be read. Radio-controlled, crewless planes can flash 
back reports by television of the countryside over which they are flown. 
Are all these educational possibilities mere speculation for televi-
sion? 
By no means, because most of these things can be done right now. 
There are certain problems of economics involved : present TV 
equipment has been designed and built for telecasting purposes, 
and equipment to be fUlly flexible, must be operated with attend-
ant personnel. But if we are to exploit non-entertainment televi-
sion, operating under fixed conditions, then we can work with j~~ 
set, simplified and less costly cameras and equipment. 
It is merely a matter of routine engineering development to 
evolve the proper equipment to e:x:ploi t this virtually un.limi ted 
world of opportunity in television. 45. 
Station WBAL-TV in Baltimore, Mar,yland, has announced that it is 
48. 
inaugurating instruction in the classroom. The Baltimore Public School 
system is working in conjunction with WBAL-TV to present a weekly 25-
minute lesson in electricity for a class in the Baltimore Polytechnic 
Institute. In time, it is planned to add other subjects in video teach-
ing which are suitable for television instruction. Also, control 
groups of students will be set up. They will study the effects on 
student s receiving live instruction and the educational influences of 
television as a medium. 46. 
The State Radio Committee of the Illinois Congress of Parents and 
Teachers has gone on record in endorsement of radio-television by 
purchasing 430 AM-~~ recei vers; 36 two-speed playbacks; 70 public ad-
dress systems; 86 phonographs; 62 tape recorders and a television set.47 
45. "TELEVISION OFFERS UNLD/.t.ITED POSSIBILITIES IN CULTURAL .AND 
SCIENTIFIC FIELDS" by Dr • .Allen B. DuMont, President of 
the DuMont Laboratories •••• NewYork Times Sunday, Apri l 24, 1949 
Page 6. 
46. TELEVISION DAILY (Section of Radio Daily) "Video Becomes 
School Teacher" April 19, 1949 issue Page 7. 
47. RADIO DAILY June 22 , 1949 "Widespread Use of Radio Noted 
In Chicagp Schools" Page 1 
All informati on which bas been recorded here shows how many 
different ideas there are concerning the economic, social,and 
educational effects broadcasting, particularly television, is 
expected to have on the American people. The ve~ fact that 
the thinking of some i s i n striking variance with that of others 
is significant . It reveals a tremendous awareness of the pro-
blems whi ch are receiving increasing consideration daily. 
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SECTION V 
GENERAL TELEVISION PROGRAMMI NG 
Each single phase of television is an almost inexhaust-
ible subject in itself. But, as the diamond is greatly 
enhanced by a setting; so is the tyro programming in:, 
relation to other non-technical aspects of television. Pro-
gramming, discussed alone, would have much less value than 
when considered in conjunction with the whole picture of 
television through a discursive treatment. 
Audience 
If "The Play's The Thing", and the best entertainment 
depends upon good programs, it necessarily follows that the 
audience is extremely important and it is contantly in the 
mind of the program builder. This applies to all entertainmen~, 
but probably more so to television which appeals to eye and 
ear, simultaneously, in the sanctuary of the home for all 
members of the family. 
As a brief consideration of the public's evaluation of 
television now, Mr. Van Volkenburg, CBS vice president in 
charge of television, has reported the following findings 
in answer to the question: WHAT DOES THE AVERAGE TV. VIEWER 
THINK OF TELEVISION? 
51. 
TABLE II 
AUDIENCE ATTITUDE TOWARD TV 
71% ••••••••••••••••••••• think television is wonderful-
19% ••••••••••••••••••••• call it good-
?% ••••••••••••••••••••• consider it fair-
48. 
3% ••••••••••••••••••••• find it disappointing-
A study of TV's impact on other media has been made by 
Duane Jones, head of t he advertising agency by the same name. 
The data was gathered from homes which have owned television 
sets for 1~ years, on an average. 
TABLE III 
TV I MPACT ON OTHER I~DIA 
92.4% •••••••••••• listen to radio less frequently 
80.9% •••••••••••• go to the movies less often 
58.9% •••••••••••• read fewer books 
48.s% •••••••••••• spend less time reading magaz.:tnes 
23.9% ••.••••••••• spend less time reading newsuapers 
72.1% •••••••••••• have more children visiting the home 
76.8% •••••••••••• have more adults visiting the home 
When both the television and radio sets failed at the same 
time, 91.9% of people (owning both) said that they would have 
their TV sets repaired first if it was necessary to make a 
choice between the two.49. 
48. Statement by Jack Van Volkenburg - First National 
Television Conference-Chicago-April 1949 ••• Synops1s 
Report For Advertisers •••• Page 5· 
49. I BID. Appendix Page 1. 
52. 
As far as can be determined, such institutions as 
Rutgers and Princeton Universities; Hofstra College; a 
number of advertising agencies and a few broadcasting 
stations have attempted to explore the habits of the present 
television audience. C. E. Hooper, Incorporated claims to 
have made the most extensive studies extru!t in this area, 
at the present time. Hooper has made a specialty of rating 
the popularity of TV programs as it does for radio. However, 
it is acknowledged that the extent and sampling of these 
surveys have been greatly limited in every respect. Program 
Hooperatings will be discuused later under research. 
The Hofstra College inquiry was conducted as a per-
sonal interview in 137 homes with television sets; also in 
an equal number of non-television homes. The Princeton 
study was in the form of a questionnaire sent to 378 homes 
having television receivers and 388 homes with radio sets 
only. The Rutgers University study was done in conjunction 
with CBS and was based on personal interviews of 278 house-
hold members who owned TV sets and also neighbors who did UQ! 
own television receivers. More definite data and findings 
5D. 
have been published on this one survey than any of the others 
50. New York Times Magazine Section, June 12, 1949 
11 WHAT IS TELEVISION DOING TO US 11 ? by Jack Gould -
Page 7. 
53. 
At the time these surveys were made, no daytime pattern 
of television had been determined. Therefore, a review of 
The Rutgers Study is confined to the evening listening 
pattern. Also it considered only the New York City area 
where most TV audience measurements were made. For basic 
information of this area two New York Telepulse results are 
listed, following which are the CBS-Rutgers TV audience 
survey findings. 
New York Telepulse declared that: 
1. Between 6:00 and 11:00 pm the average TV family 
uses its set 2 hours and 14 minutes ••• or 45% of 
these above mentioned hours. 
2. By indiVidual quarter-hour listening , 11 sets-in-use 11 
on an average evening are as high as 63%.51. 
Rutgers Study 
Rutgers University and the CBS Research Division found 
that as more and more families buy television sets, the 
number of viewers per set will drop. There are no indi-
cations of this yet. In the New York area, which was 
surveyed, it has not begun to show a tap~ering off despite 
the fact that set ownership has more than doubled in less 
than a year. It was assumed in this study that the number 
51. New York Telepulse averages between November 1948 
and January 1949 - Pulse, Incorporated -
54. 
who watch each set will continue to be fairly large because--
Television's combination of sight and sound and motion 
tends to enlist the attention of everyone within range 
of the screen and loudspeaker. 52. 
Another question investigated by the Rutgers-CBS survey 
was whether the present large television audiences should be 
discounted as reaction to a 11 New Toy". The analysis was 
based on studies conducted until May first this year. 
Sampling was taken from homes of television ownership of MORE 
and LESS than six months. Results showed that TIME of set 
ownership was not significant in relation to the amount of 
televiewing. The report cautions that this survey should not 
be considered as indicative of future trends because the 
analysis period was too short and the sampling too re-
stricted. 
The Rutgers University study also showed that: 
A. The average television family spends 50% more eve-
nings at home than does the family which has no TV 
receiver. 
B. Beyond that, how long a family has owned a set (so 
far) has no effect on the number of evenings a week 
it stays at home. 
52. "TELEVISION TODAY" A report from CBS-TV Research 
Division of Rutgers University Study Amy 1949 
Page 21. 
c. The influence of television on living habits 
appears to be not only lasting but cumulative. 
Those who have owned sets for more than 6 months 
reported more changes than those families which 
have had TV sets a shorter time. 
TABLE IV 
TV INFLUENCE ON LIVING HABITS 
55. 
Findings Length Q[ ~ Ownership 
Less Than 6 Mos. 6 Ivlos. or Longer 
Have more new friends •••••••••• 23% 26% 
Old friends come more •••••••••• 17% 24% 
More 
More 
More 
Company for events •••••••• 3% 6% 
company generally ••••••••• 3% 4% 
children in house ••••••••• 3% 2% 
Total reporting change 49% 62% 
D. The television family -
1. Has made television a major American appliance 
in one year 
2. Watches a la~ge portion of the evening and build 
large program audiences 
3. Consistently watches with friends and thereby 
increases the audience still further 
4. Develops new patterns of living with television 
and keeps them 53. 
53. RUTGERS-CBS Study Reported in "Television Today 11 
Published by CBS Research Division May 1949 
Pages 19, 20, 21, 22, 23, 24, 25. 
56. 
Recently, the New York Times conducted a survey of its 
own to determine whether the results coincided with those 
trends reported in other television audience research. Find-
ings indicated, that, in general, they did. However, it is 
to be noted that the various surveys left much to be desired. 
The New York Times study was baaed on mailing questionnaires 
to 7,295 homes in the New York area. Replies from 1,340 
television homes and 717 UQn-televiaion homes were received -
quite a high percentage from a questionnaire. 
Most of the different surveys have sought to reach a 
common end. They have tried to make a comparison of the 
habits of television families with those habits in non-
television homes. The purpose of these assorted studies was 
as a basis for judging the IMPACT of television .Qn the 
audience - in ~ home. Only a general agreement on the 
broad trends can be deduced. The reason being that these 
surveys were done in a limited area with limited TV-
ownership and at different times during this ever-changing 
period of television. They did not all seek exactly the 
same information nor in the same way. Finally, the nature 
of television imposes many limitations on the effectiveness 
of research in the New York area now. 
57 . 
]Ar. Gould of the New York Times insists that one major 
factor which effects television habits varies with the length 
of time of set ownership. Another item of consequence is the 
number and kinds of programs which can be received by the 
viewer. Then too, there is the variable factor of the over-
all growth of the television audience. All this complicates 
the conditions under which a researcher tries to make a study 
of representative viewers. 
Such available audience research, as there now is, shows 
that TV is definitely aff ecting the viewers. There are 
changes inside the home .concerning family unity; radio listen-
ing; book, magazine and newspaper reading; conversation and 
influences on children. Outside the home - sports and movie-
going; the night out; visiting and theater attendance are 
affected. All activities that people enjoy will be changed. 
54. 
How? To what extent? No survey indicates. 
Dimensions of Television 
Seldom have people thought in terms of more than the 
third dimension. Television blithely talks of a FIFTH dim-
ension. In tracing the TV picture, a tiny dot of light travel 
at a rate of 15,000 lines per second, line by line, across the 
54. 11 WHAT IS TELEVISION DOING TO ustt? by Jaclc Gould 
New York Times June 12, 1949 Pages 24, 26, 27. 
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viewing screen. The complete area is filled in 30 times 
every second. This produces the i mage of the moving picture, 
although motion pictures, as we know them, fill in a screen 
area only 24 times as compared to television's 30 (frames 
per second). From this over-simplified electronic basis, 
television has built a new form of entertainment. It claims 
the following four dimensions. 
1. Stage 
2. Screen 
3. Radio 
4. Print 
Entertainment by television is for the i ntimacy of each 
living room. It is not for the motion picture or theater 
audience of some 3,000 people or a supper-club of 300. 
Television writing, staging and acting must always be planned 
and slanted toward the family group IN THE INTIMACY OF ITS 
OWN HOME. The viewer's sense of II~~DIACY and INTIMACY comes 
from television's basic qualities of special and enduring 
55· 
impact - peculiar to itself alone. 
From t he meager inquiry into the great, unknown TV 
audience, following, its vital importance is felt strongly. 
55. "TELEVISION TODAY" 
Pages 27 and 38. 
A CBS-TV Report May 1949 
59. 
Regardless of audience surveys and the consequent analyses, 
it is an accepted fact that television combines in one 
medium: 
Information of the printed word 
Immediacy of the radio 
Actuality of the theater 
Fluidity of the motion pictures 
AND 
INTIMACY OF THE LIVING ROOM 
'rhus, television has added its own fifth dimension - intimacy. 
Therefore, it is understandable that television requires 
unusual amounts of timing, skill and concentrated a t tention 
by its operators as well as the necessity of having the best 
equipment. Further, it demands originality and imagination 
to blend the elements of older arts into a new, unique form 
of entertainment. In return, television offers the force 
of all other forms of entertainment fused into one - with the 
56. 
power of them all! 
So forceful is television's advertising impact that the 
commercial has become almost a part of TV programming. In 
fact presently, it receives far more careful. production plan-
m..b:~.g. The advartisi:q.g .. record reveals the story or an 
56. TELEVISI ON MAGAZINE January 1949 Page 22. 
so . 
amazing 11 snowballing" enthusiasm for and confidence in this 
great new medium. Advertisers' experience in television 
grows daily. They are recognizing the special qualities and 
effect of it. They realize that by combining sight plus 
sound plus motion television offers greater sales-producing 
impact per person than any other medium of communication. 
The audience identifies! They remember! 
Audiences have identified most accurately the various 
sponsors of two programs which have the same Star. Both 
programs are carried by the same TV network. Here is the 
Hooperatlng on sponsor identification of these two programs 
as reported for January 1949. 
TABLE V 
SPONSOR IDENTIFICATION 
GODFREY'S TALENT SCOUTS 
Lipton's Tea 
GODFREY & HIS FRIENDS 
Chesterfields 
Correct 
96% 
97% 
Incorrect 1% 
1% 
Don't Know 3-r:-
Inevitably television must be supported by its adver-
tieing. TV is setting a more accelerated pace as an 
advertising medium than broadcasting did in its pioneer years 
of the early 1920's. Because of its simultaneous appeal to 
61 . 
ears and eyes, television advertising has demonstrated a much 
greater pulling-power already t han that obtained through 
sound broadcasting. The January 1949, New York TV Hooper-
ating on audiences has published these interesting results. 
Withal the newness of the programs and the networks' con-
stantly changing schedules: 
73% of the television audience can correctly identify 
the sponsor of the average television program. 
Hooper also reported that sight and sound have many times the 
value of either alone. The figure quoted is 10 to 1. Some 
advertisers who have made unofficial surveys have claimed an 
average estimate as high as 40 to 1 for TV's impact in adver-
tising upon the audience. The average estimate of 10 to 1 
has been the one accepted by those in the business. It 
indicates that the audience remembers through television. 
The TV audience ACTS in response to television adver-
tising. An example is that of a well-lcnown watch company 
which offered, for four seconds on the TV screen, a free 
booklet with a four-word title. 85% of the requests named 
t he booklet with absolute accuracy. Television very 
definitely covers the entire range of advertising factors. 
Point for point, TV advertising, as it affects the audience, 
compares more closely with demonstrations than with any other 
single factor. For instance: audiences when viewing 
62. 
"Television Today", a film on television as it actually is 
today, produced by CBS-'l'V, receive . it with tremendous 
enthusiasm. The premiere showing was made during the official 
opening of the coaxial cable system connecting the midwest 
with the networks in the spring of 1949. The film contains 
an unusually effective animated commercial of Lucky Strike 
cigarettes. It is reported that audiences, from coast to 
coast, spontaneously applaud the commercial as being more 
delightful than the entire TV program itself. 
In display, description, demonstration and dramatization 
of the tangible and intangible consumer goods; television 
resources are most effectively revealing many advertising 
themes which have never lent themselves to such imposing 
57. 
promotion before. 
Brief Basis of Entertainment 
Since all programming is based upon various forms of 
entertainment a brief mention of it is appropriate. 
Civilization is a process of making life more complex 
and subtle. We have the- piano, the violin, the orchestra~ 
Yet we have also ragtime ••• a reaction from nervous 
tension of American commercial life - a swinging back 
to when man, though a brute, waa free. There is a 
release and exhilaration in the barbaric, syncopated 
songs and in the animal-like motion of the jazz dances 
57. TE~~ISION ~~gazine April 1949 Figures and Inform-
ation - CBS Research Division - TELEVISION TODAY -
Published by CBS 1949 Pages 48, 50, 52, 53, 54. 
with their wild and passionate appeal to sex. These 
ragtime melodies, coming straight from the jungles of 
Africa through the Negro call to impulses in man that 
are stifled in big cities, in factory and slum and in 
the nerve-wearing struggle of business. 58. 
Frederick O'Brien ---~ 
63. 
Although this quotation refers specifically to the 
development of music in America, it applies to the evolution 
of all entertainment in this country. As lif·e grows more 
complex, man's forms of relaxation do likewise. Each is 
the outgrowth of its predecessor - both develop in parallel 
complexity. In primitive times, man awoke to life in a 
strange world. Gradually, he became accustomed to the world 
in which he found himself. After learning the elemental meanf 
of survival, man, being gregarious, craved companionship. 
From companionship, hospi tality quickly evolved and inev-
59. 
itably entertainment came for man's pleasure. 
From medieval times·, there pave been only so many basic 
forms of entertainment. Nmsic; magic; acrobatics; juggling; 
dancing; singing and speaking. Today, television is the most 
intricate method of entertainment but it still uses the basic 
art forms in combination and variation. 
58. THE CUSTOMS OF MA}IKIND by Lillian Eichler Publish-
ed by Nelson Doubleday, Inc., Garden City, New York 
1924 Page 468. 
59. IBID. Chapter XX Pages 692 through 725. 
SECTION VI 
TELEVISION PROGRAiv!MING PER SE 
The art of the television program had its origin in 
England. The first television trail was blazed by the British. 
Broadcasting Corporation. All other countries have patterned 
60 
their first TV program efforts according to those of the BBC. 
Since then, American manufacturers and broadcasters feel that 
they have advanced quite beyond England in all phases of 
television. 
TV Program Techniques 
Television has FOUR BASIC programming techniques as its 
tools. 
1. Remote Pickups 
2. Studio Programs 
3. Motion Pictures 
4. Radio Programs with VISUAL APPEAL 
Programs which are offered by television cover virtually every 
facet of entertainment through; Musical-Comedy, Variety, 
Comedy, Musical (popular, semi-classic and classical), Opera, 
Quiz Shows, Discussion, Sports, Children's programs, Women's 
shows, News, Drama, Education and Religion. Studio programs 
vary sharply within all types of TV presentations. Practice 
60. TELEVISION PROGRAMMING AND PRODUCTION by Richard W. 
Hubbell - Published by Murray Hill Books, Inc., 
New York - "Television Programming In England" -
Chapter 21 Pages 183 - 203. 
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and experiment are convincing television that it must follow 
I 
its own course, artistically. Naturally, it draws from all 
of the Radio, Screen and Stage techniques - but to be success-
ful, it will use these techniques differently. 
At present, comedy and variety shows (almost direct from 
radio) hold the dominant place in television programming. As 
a whole, spontaneity and personalities seem to be what make 
TV shows most acceptable and popular with the public. Musical 
Revue shows are gaining in popularity. Probably because they 
are replete with professional Hollywood or Broadway casts, 
costly scenery, excellent dancing and scripting. Straight 
vaudeville, as it was in its prime, is employed by television 
programming extensively with erratic results. Good material 
and strong stage personalities win out. In spite of that, 
many such TV productions fall flat and seem very amateurish. 
In antithesis to what most adults think of present-day 
radio programming for children, television programs have been 
designed especially for them with wholesome and enchanting 
imagination. So much so that grownups are charmed and 
fascinated by the showsJthemselves. Almost daily, television 
play productions have improved so much that they are scarcely 
comparable with last year's turnout. 
66. 
Now television presents leading personalities from film, 
stage and radio - also what is designated by the industry, 
as television "regulars". 'l'V has abandoned the early in-
clination of considering the camera as only a means of photo-
graphing just another stage show and ignoring backgrounds and 
settings. At last, · television is taking the viewer "right on 
stage 11 with startlingly effective results. It has begun to 
develop its own multiple settings and its own fresh costumes, 
scenery and superb dancing. In addition, television is 
unfolding its own dramatic technique which should capitalize 
on the immediacy and intimacy of the medium as it progresses. 
Last year the production of "Otello", from the Metropolitan 
Opera, had great promise but it was evident that the cost of 
production precluded such regular presentations. Moreover, 
classical music productions are largely on an experimental 
basis. Even though NBC and other sources report that the 
televising of Arturo Toscanini, as he conducted his symphony 
orchestra, was received very favorably, most symphony-concert-
television seldom has been successful. 
Public reception of televised popular music, with one or 
more singers performing, has been good. Insofar as discuss-
ion and personality shows are concerned their popularity is 
directly dependent on the opinions and personalities of the 
participants. 
67. 
As a general rule, radio shows which are televised as the ,v 
are broadcast have not been acceptable because they lack the 
visual values necessary for television. Most motion pictures 
used on TV are worn out and too old. Films especially made 
for television are very scarce , although there is a sprinkling 
of more recent vintage coming ~nto this country from England. 
Special events by remote TV-broadcasting have made the 
most effective and spectacular influence upon the public. 
For instance, those who saw President Truman at his inaugu-
ration as he adjusted his tie, and so many others who watched 
Winston Churchill by television, in a recent MIT address in 
Boston, as he peered over his glasses. Only the television 
camera can catch these small details which give the human 
touch to an occasion. There is one problem for such TV pro-
gramming. There are not enough of these events. 
Television news coverage has been circumscribed because 
it is claimed that much of the most newsworthy events are not 
suited to immediate photograp~~ng. Then, too, a commentator 
is necessary who normally makes his presentation from a desk. 
At present, nightly news films emphasize the visual aspects 
rather than the news value. 
68. 
Sports have held one of the top positions in popularity 
with a large part of the TV audience. Boxing shows up to best 
advantage since it is confined within a small area and has 
only two contestants. The limited scope of the camera and 
wide space coverage required by baseball and football detracts 
61. 
considerably from ideal televising. 
Four Techniques 
The Columbia Broadcasting System's TV Research Division 
reported the following data on the four basic techniques of 
television programming: remote piclrups; studio programs; 
motion pictures and radio programs. 
Remote Pickups 
The remote pickup operation generally consists of a 
mobile unit and its "team" including cameramen (3), a director 
in full charge, an assistant, a commentator and a spotter. 
This group must be so coordinated as to function like one 
expert reporter giving an eye witness account of the event as 
it happens. TV remotes offer some distinct advantages. Eco-
nomically, they eliminate the great expense of settings, 
castings and rehearsals. Moreover, they are real and current 
giving viewers the feeling of participation of the events 
during actual occurrence. 
61. NEW YORK TIMES Television ~ June 12, 1949 
by Jack Gould 
69. 
Studio Prog:rams 
Television network programs are offering an· increasingly 
broad range of material both for entertainment and instruct-
ion. There are programs ranging from quarter-hour shows to 
the full-hour "live" drama. 1'here are presentations of one 
star performances and spectacular all-star revues; forums; 
ballet; music; and 11how-to-do 11 programs. The scope and mood 
of the studio program have the advantages of great flexibili~ 
in the control of studio, sets, staging and lighting. 
Motion Pictures 
Television will tend to depend more on films. It books 
films long since made and in time will produce many of its 
own. Plans are in process by large package agencies to pro-
duce film "recordings" of live shows. For the new TV station 
which does not have cable or microwave connections, there are 
films produced by Britain such as "Scarlet Pimpernell" and 
"Henry the VIII", which have gained solid audience ratings. 
The biggest problem in making films for television is 
expense. CBS-TV research .reported that a solution to this 
barrier is being evolved. The values of TV film will be 
outstanding because film-making possesses the quality of 
absolute control; films can be distributed to all TV markets 
70. 
and they afford opportunities for testing widely. It is ob-
vious that, as with radio transcriptions, film transcriptions 
will assist in carrying the burden of programming over un-
linked TV stations and the advertiser will be benefitted 
greatly by a much wider circulation than he could have on the 
cable alone. 
Radio Programs I 
Radio programs on television have not always been suocessr 
ful. If wisely selected there are some which, in themselves, 
have sufficient eye appeal to be broadcast simultaneously by 
radio and television. This offers two great advantages. One 
is a tested format with popular stars. The other is low cost. 
An example of such a successful combined-undertaking is that 
of Arthur Godfrey's "Talent Scouts''. Other examples of pro-
grams not sui table for TV and radio simultaneously were "Ford 
Theater" and "Winner Take All". Since the basic entertainmen 
ideas of these two programs are sound, their TV adaptation 
has proved highly popular. "Winner Take All 11 required quest-
ion re-planning for visual emphasis and,. of course, the "Ford 
Theater" needed costumes, setting and staging. 
One interesting indication in television programming is 
the trend in adaptations of once very popular radio shows. 
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The outstanding instance of this is the revitalized program, 
"The Goldbergs'', which is a healthy sign that television will 
not lack for a reservoir of program talent and ideas from whic~ 
62. 
to draw. 
Among the progressive pioneers of the television industry 
is the General Electric Company. Just as RCA, DuMont, CBS, 
NBC and others have spared no expense to advance television 
in its every aspect, so has General Electric. A notable 
indication of this is that GE sponsored one of the earliest 
TV seminars on programming ever conducted. It was held in 
Syracuse, New York during mid-A~rch 1948. At that time, Mr. 
A. G. Zink, supervisor of program activities at ~~GB, 
Schenectady, presented some sound TV program information 
based on experience and experiment. It was a combination of 
WRGB-TV history, comment and observation which Mr. Zink had 
distilled from his operation. At that time, WRGB-TV claimed 
an eight year period of unique growth. It had operated all 
during that time without a mbbile unit. This meant vrnGB-TV 
was obliged to program its entire scheduled operation from its 
studios. Behind every minute of its TV broadcasting were long 
hours of creative undertaking. lli~. Zink said that as a result 
62. uTELEVISION TODAY" A report from ~:a~-TV Columbia 
Broadcasting System May 1949 Pages 28 through 39. 
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of the station's eight years experience a number of things 
were learned both in operation and programming for TV in the 
Schenectady market. Aside from the aid of the usual service 
sections in the radio program department, WRGB-TV itself 
required: 
7 directors 
1 production supervisor 
2 artists and scene designers 
1 floor supervisor 
3 cameramen 
2 cameramen 1n training 
1 motion picture cameraman 
2 property men 
1 light operator 
1 script supervisor 
The physical equipment consisted of ~ studio, three studio 
cameras and two projection room cameras serving six pieces of 
projection room equipment. For WRGB-TV to broadcast the 
simplest 3-camera show, it required, apart from the program 
participants, the combined efforts of 17 people, 14 of whom 
were needed during the show itself. The number of talent 
depended upon the type of program. The station's experience 
revealed that the public enjoyed, for balanced studio pro-
gramming, dramatic and variety shows; popular and classical 
music; children's and women's programs; sports; news; and 
educational entertainment in that order of preference. The 
VffiGB staff concentrated on an educational program series 
73. 
called "How To Do It" which enjoyed high public favor. The 
series ran the gamut of teaching from how to knit ••• garden ••• 
cook ••• model ••• paint ••• farm ••• to simple science and the war 
effort. The "How To Do It" programs were presented in~ coop-
eration with the Popular Science Magazine. WRGB-TV learned 
that "How To Do It" programs could be created on any given 1 
subject and its mass appeal was in direct ratio to the appeal I 
of the subject itself. In the educational and forum cate--
gories of TV programming great popular acceptance was shown 
and again the intimacy and informality of television was dem-
onstrated • . · Since the seminar's theme was TV Programming the 
following lines. were presented anonymously as suggested ways 
for variety in programs. 
Amuse the old and the young, 
The short and the fat -
Teach them to dance and teach them to tat. 
Build up their ego, slim down their hips, 
Show them the difference between schooners and ships. 
Make them laugh an~ make them cry, 
Take them where elephants go to die. 
Quiet the kiddies with contests and games, 
And interest Daddy with pictures of dames. 
Escort them to meeting, ball parks and zoos, 
Bring them the up-to-the-minute news. 
Cook for them, sing for them, build them a house, 
And show the girls how to elude a mouse. 
Sell them the things that they never wanted, 
Even convince them that their house is haunted. 
Stuff them with sermons and things political. 
Explain uranium and things analytical. 
Destroy their privacy, uproot tradition. 
And give the agency its usual commission. 
The magician with his bag of tricks, 
The builder with his straw and no bricks -
The lovely soprano without any voice, 
The scratchy old film, (you have no choice). 
The vaudeville team all set to amuse, 
The museum curator all set to confuse. 
The Home Economist with hints as to how, 
The farmer and his Hereford cow. 
The playright and his dialogue, 
The sponsor with his catalogue. 
The minute spot, the five-minute short, 
Let's take a quick look at the world of sport. 
Putting all shows in preferred positions, 
Running weekly talent auditions. 
Put it all in and churn it all up -
TELEVISION IS A BOTTOMLESS CUP. 63. 
74. 
The GE seminar emphasized the necessity for broadcasters 
to remember always that the paramount theatrical need to 
create empathy between the stage and the audience is equally 
present in television although it is done differently. Also, 
an atmosphere which is inimicable to the informality of the 
home can destroy an otherwise good show. 
Television is not a new art form - it is a device which 
will enable us to extend and develop these forms of mass 
entertainment which have been developed over eo many 
years. We can give depth and perspective to the stage, 
which the theater could never do; we can put warmth and 
humanness into the emotional tricks of Hollywood. We 
can lift the entertainer across the footlights and place 
him in the intimacy of the home. We can catch the 
immediacy of the public debate, we take a close, mercilefs 
view of the spellbinding politician •••• We can open the 
great books, visit the great cultural institutions •••• 
We can embrace and absorb all things in which people 
have always been intereeted ••••• and we can bring these 
63. TELEVISION SEMINAR REPORT March 1948 General 
Electric Company publication - Meeting at Syracuse, 
New York Page 4. 
things and the people back to their homes ••••••••••••• 
Television will at once be the moat dangerous, moat 
emotional and most socially 
1
devastating medium yet 
created by man. 64. 
---- A. G. Zink 
An interesting parallel of television program types to 
those of WRGB are recorded by Thomas H. Hutchinson in his 
75. 
book, "Here Is Television". Apparently therefore, no drastic 
6t. 
change of program type from radio to television is imminent. 
In January 1949, The Columbia Broadcasting System con-
ducted a 3-day television clinic in New York City. CBS 
program director, Mr. Charles Underhill presented a forthrigh1 
concept of TV programming which may be as dynamic and revo-
lutionary as television itself. 1~. Underhill insisted that 
the main responsibility of 'l'V programming is "to raise the 
sights of the viewers". Both radio and films have been play-
ing down to the audiences for years and in varying degrees. 
Since television is a combination of the movies and radio, 
it might easily fall into the program patterns already 
established. 
64. STATE~mNT by 1~. A.G. ZINK TELEVISION S~~INAR 
"Meeting Aimed At Programming" - "Activities AT 
WRGB-TV, Schenectady, New York- March 16, 17, , 18, 
1948 Pages 1 - 12. - Published by GE 
65. "HERE IS TELEVISION" Your Window To The World by 
Thomas H. Hutchinson - Published by Hastings House, 
New York ••• l946- "Television Programs 11 Pages 113-
261. 
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The CBS-TV clinic brought a flicker of hope to those who 
believe that television, as the greatest medium of all, 
should serve the public on a high level, not only for enter-
tainment, but for education as well - a commodity which is 
in short supply throughout the world and a most important one 
It is the job of programming, through presentation of 
inspirational materials, educational subject matter, 
drama, comedy, music, news and sports to raise the 
standards of viewers •••• If we will weigh every program 
against the broad concept of what our job is, we will 
come closer to the satisfactory fulfillment of that 
responsibility. 66. 1 
For those who think that the paramount success or failur 
of television hinges heavily upon quality of programs, it was 
heartening to them that this clinic dwelt upon that thought 
to a large extent. In fact, programming dominated most of th 
atmosphere at this clinic. Those at the conference reflected ! 
the opinion that ·video will be only as good as the programs 
it carries, and that good programming has become the most 
important factor in network and station television competitio • 
This thinking in the infancy of TV operations is quite in 
contrast to the attitudes and functions of radio at a com-
parable age in its development. 
President Frank Stanton of CBS pointed out in warning 
that it was not wise to be preoccupied with TV expansion to 
66. RADIO DAILY January 24, 1949 "TV Clinic In New Yo ,k" 
Speech - TV Programming - by Charles Underhill, CBS 
Program Director - Pages 1 and 7. 
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the detriment and expense of program content. 
As fine as the coaxial cable to Chicago may be, and as 
wonderful as television is, don't ever forget that the 
picture at the end of the tube is the important thing -
just as the sounds that come out of the loudspeaker in 
AM is the final test of our efforts. It will become 
even more important in television. Recognizing this 
fact we are building the finest studio plants, but only 
so that we may be able to provide the best possible 
programs. 67. 
l~ . J. L. Van Volkenburg, CBS vice president, advised 
that programs of high network caliber plus the best possible 
local originations are the best means of insuring the growth 
of the TV audience to the greatest mass proportions. Also, 
he contends that an analysis of the basic problems c'onfront-
TV now will be of immeasurable help. Vfuile the concurrent 
processes of production, distribution and consumption in 
established industries are usually taken for granted, the 
participants in a new enterprise must make planful efforts 
to synchronize these three processes WI THOUT ECONOMIC WASTE. 
New Approach to TV Entertainment 
Some interesting thinking on television is occurring 
among those who are speculating broadly on the possibility 
of TV programs taking an entirely ne.w approach to the problem I 
of what constitues entertainment. It has been reiterated 
that radio and moving pictures are losing their audiences. 
67. STATEMENT by CBS 'FRESIDENT; . . Fra~k Stanton at CBS 
Clinic, N.Y. C. January; 1949 - Radio Daily, January 
24, 1949 Page 7. 
78. 
is 
Some think that this/attributable to television competition; 
others believe that it represents a basic change in tastes of 
the public. In the industry, there is a feeling that with so 
many forms of entertainment now, people are becoming more 
selective and consequently will demand more from television. 
In turn, the industry has suggested that this is the time to 
reach for a more serious-minded audience for presentations 
which are more serious-sided. 
The need and demand for adult education is one of the 
most significant phenomena of the times. Progressive-thinkinE 
television people believe that their medium is the one best 
suited and particularly well equipped to meet this exigency. 
Other than by TV's characteristic of demonstration, no idea, 
format or theory has been proposed as a more effective way 
of presenting education. 
Likewise, there is nothing in publication which shows 
that TV programming will produce new forms of entertainment 
or any extreme variations in present entertainment types. 
Informed individuals in television, who have nurtured it since 
its inception, think that, in time, there will be new TV 
be 
techniques developed. There will continue to/new personalities 
but there will be no entirely new television program. It 
will be a matter of variations and modifications of what now 
'19. 
exists produced in the most effective form suited to the 
medium of television. As television progresses it will be 
interesting to observe whether the PROGRAM SIDE of TV will 
be under the direction of its mdre responsible, influential 
and imaginative members - or if it will drift into more 
opportunistic and cynical control. 
Music's Place In Television 
Very little has been mentioned concerning the piece de 
resistance of en~ertainment - MqSIC. Music has always been 
the mainstay of diversion. It ~ and is in radio and most 
probably will be in television. Very little experience has 
has been gained, at the present time, in televising certain 
types of live musical programs. Musical variety shows, 
concerts, studio performances of operas, musical comedies 
and recitals have been televised. However, the televising 
of operas in opera houses and concerts in public auditoriums 
has not become practical yet b_ecause of the li.ghting prob-
lema. 
The suitability of opera to television is obvious. It 
is essentially a dramatic performance with pictorial effects 
and action which very much appeal to the eye as well as the 
ear. To the observer, the interests in operas vary, but any 
opera is more enjoyable when it is seen as well as heard. 
80. 
I 
Concerts, on the other hand, have little eye appeal. At most, l 
they have limited variety of visual interest to the layman. I 
A few concert-goers and professional musicians enjoy watch- i 
ing the conductor, soloist or the entire orchestra perform, 
but whether the typical symphony, concert or solo recital 
will be sufficiently diverting to the average televiewer, to 
hold his attention for an hour or more, is not known. If the 
average person tires of watching and merely listens it will 
be poor television program-fare. It will be no more than 
radio broadcasting. 
Perhaps television concerts will be shorter than those 
of radio and no more than ten or fifteen minutes will be 
devoted to recitals. The motion picture has given some 
indications of what can be done with concert performances. 
By using several cameras and some imagination, the film 
industry has shown that an orchestra at work can be made a 
fascinating and vital thing to watch. In Walt Disney's 
FANTASIA the musical perf ormance was accompanied by visual 
representation, not by the musicians but other performers, of 
scenes and dramatic incidents related to the music. Where 
popular music is concerned, dance bands with their snappy 
dress, photogenic leaders and fascinating drummers, provide 
81. 
a spectacle to watch that television will not have to worry 
about. Probably, solos, quartets and duets should have 
special treatment for television. 
Years ago, listeners were invited to join in singing or 
playing their part in broadcast music performed by a studio 
chorus or orchestra. From coast to coast, these programs 
attracted thousands of listeners. Television, by making the 
beat of the baton and the conductor visible, may possibly 
bring about a revival of this type of audience-participation 
program. At this point in teleyision programming, it can not 
be determined what place music will have in it nor the value 
that-·television will be to music. - The effect of one upon 
68. 
the other should be far reaching. 
In the spotlight of television, music also reveals that 
it has visual charms. 'fhen Arturo Toscanini first waved 
hie baton, March 19, 1948, across TV screens in direct-
ing the NBC Symphony Orchestra, he opened a new era 
in the- evolution of musical performances. 69. 
This 81 year old maestro proved to be a dynamic and 
dramatic television personality. His hands and face were 
eloquently telegenic. The grandeur and grace of his baton 
68. "BROADCASTING MU SIC 11 by Ernest LaPrade (NBC 
Director of Music) Published by Rinehart & 
Company, Inc., 1947 - "Music On Tomorrow 1 s Air" 
Chapter 14 - pages 208 - 220. 
69. "UNDERSTANDING TELEVISION" by Orrin E. Dunlap, Jr. 
How You See By Television - Pages 26-65. 
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was alive with rhythmic motion. Each gesture and expression 
was caught by every televiewer. Greatly impressed by the 
performance of Toscanini and the NBC Symphony Orchestra, Iv1r. 
Olin •Downes, music critic f ·or the New York Times said: 
We are at the beginning now· of a vast new era of 
scientific development which will affect the arts 
as it will affect all living ••••• Televieion will 
bring music bY visual as well as audible means 
nearer to people than has ever happened before in 
history. This will apply to all specialties of 
musical performance and will develop more intimacy 
between the interpreter and the listener than other-
wise would be possible. 'The seen is proved by the 
unseen and the unseen is proved by the seen'. 70. 
It must ~ remembered that the foregone remarks were 
discussing a once-in-a-life-time musical genius. He would 
be impressive through whatever medium he performed. 
As an antidote to what has been said, it is pertinent 
to reflect a point of view of another master of music whose 
experience and background are such that his attitude con-
I 
earning music's place in television is tempered by practical-
I i ty. Iti't. ~ Avner. ~ltov I musical.' di rector of WBZ, Boston, 
is convinced that although music appreciation may be ad-
vanced and enhanced by television, probably, music will 
71. 
serve ita purpose in TV best as an adjunct to broadcasting. 
70. 11UNDERSTANDING TELEVISION 11 (What It Is And How It 
Works) by Orrin E. Dunlap Jr. 11 How You See By 
Television" Page 64. 
71. STATEMENT by Mr. Avner Rakov, 1fusical Director, WBZ-
VffiZA (Synchronous Operation) Boston-Springfield, 
Mass. - NBC affiliate - personal interview -
8 3 . 
Television Timing I 
There is one limiting factor inherent in television. It II 
is timing and time. The very nature of TV, which pictorializ s 
events taking place at a distance, requires instantaneous 
shooting and telecasting of live action with no possible 
re-takes. In another sense, ~ is required for most live 
programs - time for planning the production, writing the 
script, memorizing lines and rehearsals. Always t here is 
a certain amount of planning-time for even run-of-the-mill 
shows or the occasional extravaganza. Once the show is 
scheduled, "ready or not" it must be broadcast. More so 
than in radio, TI~m and TIMING are of the essence in 
72. 
television. 
TV Program Research 
Research and measurement in television have been con-
ducted mainly by audience studies and measurements to give 
impetus to the effectiveness of selling and promoting TV 
with the advertisers. The methods of testing have been 
borrowed from the established system used in radio research. 
Quite a bit of research effort and "talk11 have gone into 
television's role in American life, its effect on radio 
' listening and all other outside activities. However, most 
72. 11 TELEVISION SHOW BUSINESSt' by Judy Dupuy Published by 
General Electric Company 1945 Chapter II Pages 5 - 10. 
========~===========================-,~=-=-=============================F======= 
of the studies and surveys, according to the authorities, 
must be considered as descriptive research rather than 
predictive research. 
84. 
According to the most recently published information, 
the two organizations which have done the most in TV-research 
are: c. E. Hooper, Incorporated and the Columbia Broadcastin 
System. Mr. Oscar Katz, CBS-TV research director, in his 
talk, "The Unique Baby", recently delivered to representative 
of The Pulse, Incorporated, was very circumspect. He said 
that television is a "first" in all broadcasting research • . 
Motion pictures, newspapers, magazines and radio had no 
research, to speak of, in their early days. Now there is a 
mature research set-up available which is fully equipped to 
service television. Mr. Katz is confident that TV has the 
extraordinary advantage of not going through the laborious 
stages of developing "research methodology" as did radio. 
But it is too early to know whether the established research 
methods for radio are suited to television measurements. 
CBS research is two-pronged. First they service their 
staff and clients with research information on television's 
current status. CBS keeps abreast of telev1s1on as 1t 1e 
TODAY. It does not go beyond that. Tomorrow CBS will be 
•==========F=-=-=-=-=-==-====~-~=-=-==~~-~~~~=-~~=-=-============== 
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watching and reporting - keeping up with the times. The 
second prong of television research is, to a large extent, 
in the 11 think" stage at CBS. It is program research. In this 
very new phase of research for television, CBS frankly states 
that there are no specific findings. Nevertheless, the 
challenge is great, the : opportuni;ty is unusual, and the 
anticipation of findings through TV research in the near 
future is exciting. 
CBS research is 11 thinking11 about the differences that 
I 
distinguish television from radib - rather than its 
similarities. It is experimental thinking about television 
as a distinct and unique medium of communication. CBS 
believes that, .in news, television will not waste its time 
trying to scoop radio except in unusual situations. It is 
contrary to the essence of the TV medium to match radio's 
speed in processing news. Television's job will be to devel-
op techniques for enriching and authenticating news that has 
been communicated by radio. Television can show what has 
already been heard. 
Mr. Katz is confident that research will make a genuine 
contribution in the study of television. It will confirm or 
reject present day hypotheses in current TV opinion. It will 
86. 
determine the best ratio of what should be radio and what 
should be television. It can help reduce costs in tele-
1 
vision operations by relating program costs to audience 
impact. It will show that, in general, radio and television 
are not natural competitors. Careful survey and study will 
show that .. the growth, change and adjustment of television 
will not proceed in smooth, symmetrical progressions. There 
will be spurts and plateaus. Today' s findings may be out-
grown quickly, yet th~will serve as helpful history of 
television three months from now. Present research should 
speed the new medium on its assured and maturing way. The 
challenge is to direct it toward the best in entertainment, 
73. 
information and advertising. 
C. E. Hoope~ TV Ratings 
No information is available concerning the popularity 
of television programs ~ ~ according to the Hooper 
research organization. The ten top programs which are ·the 
most popular network TV shows with the New York City tele-
vision audience are published monthly. Hooperatings of 
TV program-popularity are conducted just as are the measure-
ments of the ten top radio programs in urban or metropolitan 
areas where a l l networks are represented. Following are the 
73. "THE UNI QUE BABY" Talk by Oscar Katz - CBS Directo 
of Research - Notes on TV Research delivered at the 
7th annual luncheon of the Pulse, Incorporated -
Published by Columbia Broadcasting System - Spring 
1949. 
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Top Ten TV Hooperatings for January through h~y, 1949. They 
show that the personalities of Milton Berle and Arthur 
Godfrey; the variety and revue shows, "Toast of the Town" 
and "Broadway Revue" have been leading in popularity with 
TV audiences all during this year. The percentages listed 
represent the number of TV sets tuned-in to a specific 
program and this rating is determined in ratio to the total 
TV homes in the tested area. In eaeh instance, the station 
74. 
of the program's origin is indicated. 
Early Television Program Pattern 
Television has not yet produced an Arch Oboler or a 
Norman Corwin, nevertheless, those who have been contributing 
their skills and knowledge toward program-building in Video 
have done a creditable job in a short period. At present, 
a variety of strictly television shows is more of a promise 
than a fact. 
Reviewing TV programming during 1948, there are two 
points which are evident. One is the amazing progress 
achieved in production; the other is a realization of the 
television _program's inadequacies. Early in 1948, there 
were just a few studio productions, most of which were on 
a sustaining basis. New York City which~ and~ the 
74. PRESS INFORMATION RELEASES by C. E. HOOPER 
for January through May 1949--Monthly C. E. 
Hooperatings from New York, New York. 
87A 
PRESS INFORMATION 
from 
C. E. HOOPER, INC. 
NEW YORK, 16, N. Y. 
L~ xington 2-3000 
FOR R~L~AS~ ON: January 25, 1949 Immediate 
TABLE VI 
TOP TEN TV HOOPERATINGS 
Top Ten TV Hooperatings released today show Star Theatre with 
Milton Berle first with a 79 .6. 
These television owned home based audiencre measur ements, taken 
in New York City, also report Arthur God.frey and His F'riends second With 
a 60.0 rating on the program's premiere. The same report shows Sponsor 
Identification for this Godrrey program of a 97%• 
• ' .. l ·. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
TOP TEN TV HOOPERATINGS 
(Regularly Scheduled Sponsored Television Programs) 
January, 1949 
,Station 
Berle .Star Theatre WNBT 
Arthur Godfrey and His Friends WCBS-TV 
Arthur Godfrey's Talent Scouts WCBS-TV 
Toast of the Town WCBS-TV 
Kraft TV Theatre W1TJ3T 
Amateur Hour ~!JABD 
We , the People WCBS-TV 
Arrow Show WNBT 
Dunninger and Winchell ·: mBT 
Gulf Show WNBT 
Rati~ 
79.6 
60..0 
56.1 
49.-0 
42 .h 
37.S 
37 .1· 
35,6 
34.5 
31.6 
87B 
PRESS INFORMATION 
from 
C. E. HOOPER, INC. 
NEW YORK, 16, N. Y. 
LE xington 2-3000 
e FOR RELEASE ON: Immediate 
TABLE i}r 
February 25, 1949 
TOP TEN TV HOOPERATINGS 
Top Ten TV Hooperatings released today show Texaco Star Theatre 
I 
first ·with a 76.6. I 
Thes8 television-home- based a~dience measurements, taken in 
New York City J <Jlsr1 :::-cport Arthur Godfrey's Talent Scouts second With 
a 56. J. rP. ·::.j.nc ~ ThE- ~:::,mplete list follows: 
l. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 . 
is the 
TOP TEN TV HOOPERATINGS 
(Regularly Scheduled Sponsored Television Programs ) 
February, 1949 
Station Rating 
Texaco Star Theatre "\o~JNBT 76,6 
Arthur Godfrey's Talent Scouts YifCBS- TV 56.1 
Broadway Revue W'ABD & WNBT 50.6 
Toast of the Town WCBS- TV 48.0 
Arthur Godfrey and His Friends WCBS- TV 46.6 
Break the Bank WJZ- TV 34.7 
Your Show Time 111/NBT 32. 5 
'Ne , the Peop1e 1.iiCBS- TV 32 . 2 
Arrow Show V>iNBT 32.1 
Colgate Theatre '~NNBT 30 •. 2 
The Broadway Revue was broadcast on WABD and lJVNBT. 
combined audience to both channels , 
The r a ting 
870 
PRESS INFORMATION 
from 
C. E. HOOPER, INC. 
NEW YORK, 16, N.Y. 
L~ xington 2-3-000 
FOR RELEASE ON: Immediate March 28, 1949 
TABLE VI 
TOP TEN TV HOOPERATINGS 
I Top Ten TV Hooperatings released today show Texaco Star rheater first 
with a 79.7. 
These television-home-qased audience measurements taken in New York City, 
also report Arthur Godfrey's Talent Scouts s~cond with a 61.3 rating. The complete 
list follows: 
1. 
2. 
3. 
4. 
5. 
6. 
I 
TOP TEN TV HOOPERATINGS 
(Regularly Scheduled Sponsored Television Programs) 
March 1949 
' . 
Station Rating 
Texaco Star Theater WNBT 79.7 
Arthur Godfrey's Talent Scouts WCB'S-TV 61.3 
Toast of the Town WCBS-TV 56.4 
Broadway Revue * WABD & WNBT 51.7 
Arthur Godfrey and His Friends WCBS-TV 44.1 
Boxing Match (Gillette, Friday WNBT 42.2 
10:00-10:30 P.M.) 
7. We, the People WCBS-TV 39.7 
B. 
9. 
10. 
Preview WCBS-TV 36.6 
Amateur Hour WABD 34.5 
Believe It or Not WNBT 33.2 
*The Broadway Revue was broadcast on1 WABD and WNBT. The rating is 
the combined audience to both channels. 
87D 
PRESS INFORMATION 
TABLE VI 
FOR RELEASE ON: 
Wednesday, April 27, 1949 
TOP TEN TV HOOPERATINGS 
from 
C. E. HOOPER, INC. 
NEW YORK, 16, N.Y. 
lt: xington 2-3000 
Top Ten TV Hooperatings released today show Texaco Star Theatre first 
with an 80 .0. 
These television-home-based audience measurements taken in New York 
City, also r eport Arthur Godfrey 's Talent Scouts second with a 59.3 rating, 
The l, 2, 3 rank order of the April Report is the same as that of 
the March listing. 
The complete April list is a s follows: 
TOP TEN TV HOOPERATINGS 
(Regularly Scheduled Sponsored Television Programs) 
April 1949 
Texaco Star Theatre 
Arthur Godfrey's Talent Scouts 
Toast of the Town 
Ford Theatre of the Air 
Broadway Revue ~~ 
Who S~id That? 
Philco TV Playhouse 
Suspense 
Arthur Godfrey and His Friends 
Fireside Theatre 
Station 
WNBT 
WCBS -TV 
WCBS-TV 
WCBS -TV 
WABD & WNBT 
WNBT 
Vv'lJBT 
WCBS -TV 
WCBS-TV 
1JJNBT 
Rating 
80.0 
59.3 
55.9 
55.6 
50.1 
48.6 
43.8 
41.1 
38.0 
35.2 
~~ The Broadway Revue was broadcast on Vv-:ABD and VI/NBT • 
The rating is t he combined audience to both channels. 
87E 
PRESS INFORMATION 
from 
C. E. HOOPER, INC. 
NtW YORK, 16, N.Y. 
L~ xingto n 2-3000 
e FOR RI:LI:ASI: ON: Immediate 
'l'ABLE VI 
May 27, ]949 
TOP TEN TV HOOPERATINGS 
Top Ten TV Hooperatings released today show Texaco Star Theater first 
with an 80 .. 5 
These television-home-based audience measurements taken in New York 
City, also report Arthur Godfrey's Talent Scouts second with a 56.8 rating, 
and Toast of t he Town third, with a 51.9 .. 
1~~ile the l, 2, 3 rank order of the May Report is the same as that of 
April a nd March, three programs make their first appearances in the Top Ten this 
Report. They are The Goldbergs, Winner Take All, and the Fred Waring Show. 
The complete 1~y list. is as follows: 
l. 
2. 
3. 
4. 
5. 
6. 
7 .. 
8.,. 
9 .. 
10. 
TOP TEN TV HOOPERATINGS 
(Regularly Scheduled Sponsored Television Programs) 
May 1949 
Program Station Hating 
Texaco Star Theater WNBT 80 .. 5 
Arthur Godfrey's Talent Scouts WCBS-TV 56 .. 8 
Toast of the Town WCBS-TV 51 .. 9 
The Goldbergs W"CBS-TV 51.5 
S.uspense WCBS-TV 48,.2 
Broadway Revue it- WABD & WNBT' 4L4 
Arthur Godfrey and His Friends WCBS-TV 40 ... 9 
Fireside Theater 11NBT 32 • .8 
Winner Take All WCBS-TV 29 .. 3 
The Fred Waring Show WCBs-TV 29 ... 0 
* 
The Broadway Revue was broadcast on W!BD and WNBT. 
The rating is the combined audience to both cha.nnels. 
i . 
leader in television prograooning presented very ordinary 
sports and special events, including third rate boxing 
and "fixed" wrestling matches. That spring, Kaiser-Frazer 
sponsored an "Amateur Hour" which had top rating according 
to the very first Hooper TV survey. During the first part 
of the summer, when TV set ~ales were stimulated in antici-
pation of the coming political conventions, the most 
successful commercial program, to that time, made its 
impressive appearance. It was the
1 
Texaco Star · Theater, 
featuring Milton Berle. I This was considered an up-to-date 
88. 
version of vaudeville which is responsible for the new term, 
"vaudeo". This program was the first to "spark" commercial 
television. 
In the fall of 1948, costly dramatic television shows 
were introduced. The "Pb.ilco Playhouse" was a first with its 
I full-hour production. Superior dramatic vehicles and excellen 
talent made their debut in this TV drama program. Then came 
"Studio One" and "Ford Theater", both known for their quality 
and popular acceptance. As there were more sponsors, the 
variety of TV programs increased and quality improved, 
somewhat. Actually, quality ranged from good to bad. 
The industry was becoming aware that radio-type programs 
were not necessarily suitable for viewing. An example of this 
89. 
is radio's own program-type, The Soap Opera, which has proved 
to be a dismal failure in the attempts made to adapt it to 
I 
I 
television. Television operators; are realizing that the 
impact of sound and sight is so effective that watching the 
same faces, week in and week out, will become boring to the 
viewer. The answer 1s new mater1r l, fresh faces and new 
talent to assure continued intere·at . in television programs. 
Toward the end of 1948, DuMont took the initiative in another 
TV phase to advance programming. It inaugurated daytime 
I 
shows. It instituted a 7 A.M. to~ 11 P.M. schedule which 
I 
the broadcasting-trade-circle said could not be done. DuMont 
did it. Other stations have folllowed DuMont's example by 
expanding their schedules and have joined DuMont's lead to 
I 75. 
prove that daytime TV progra.mmingi can be successful •. 
. , I 
75. "PROGRAM PATTERN FOR 1949 11 by Irwin Rosten, 
Staff Writer for Television Daily ••••••••••••• 
From: Radio Annual-Television Year Book 1949 
Page 1002. 
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II 
II 
SECTION VII 
THREE PROGRAlJI STYLES TYPICAL 01:<"' TV 
During the present status of television programming, 
I 
there are three outstandingly interesting and typical 
program styles. They are: I 
1. 
2. 
Variety Shows 
Variety Shows 
Children's Programs 
Edu ~ation by Video 
A number of the most popular TV variety and revue shows _ 
have been mentioned previously. Program preference generally 
depends upon the particular tas t e of the viewer. However, 
for breakdm•m purposes of a single hour, weekly TV -variety 
I 
show, a CBS originated program is considered here - " '.rOAST OF 
THE TOVvN 11 • The master of ceremobies of this show is Iv'Ir. ED 
SULLIVAN, a well-known man in the New York City Publishing 
trade. Following is a brief tour in the planning and devel-
opment of "TOAST OF THE TOWN" fot one we ek. 
- ~ 
On Monday morning the director, 11 high cockalorum" of 
every TV program, meets with Mr. Sullivan. Planning and 
talent arrangements are made and confirmed. Careful thought 
is given to unity of theme and balance of tl~e entire program. , 
I 
Consideration is given to all continuity of the program 
and s pecial emphasis on a universal theme so that it may be 
I 
equally acceptable by all cla sses everywhere; in a Park 
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Avenue apartment, on a Vermont farm, in a southern home or a 
California hacienda. Next t he producer mus t consult wi th the 
art dir·ector to decide upon the best backdrops and scenic 
artistry . Finally, this same da y , the director confers wi th 
the show 1 s writer. 'l'hey determir~e the outline of the program, 
routines and rough timing of t h e /entire script. 
Tuesday, the director is concerned with t he music and 
arrangements. He consults t h e music director and they care-
fully work out all musical se lections. When t his has been 
decided, , t he music director instructs the arranger and pro- ··· 
cesses all music t h rough the clearance de partment. After 
this has been completed and approved, the music is set just 
a s it will be presented during the program by a 26 piece 
orchestra. 
Th e intricate problem of lighting must be planned on 
Wednesday by the director and the chief in charge of li&hting . 
As soon as it has been ou tlined on pa per and by discussion, 
the chief electrician directs his assistants in arranging 
procedures necessary for t he sh ow's lighting effects. Mean~ 
while, the director discusses in detail the property needs 
with the stage manager . He in turn has the carpenters and 
11 prop11 men fulfill the requirements. 
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By Thursday, the script is [completed and the so-called 
slow-motion rehearsal is perforilied. At this point, everythinr 
which had been planned is compljted. This is the first time 
that the talent is present to 11 \ralk through'' the rehearsal. 
There are now 27 people involved in 11 The Toast Of The Town" 
program- production, exclusive of the talent. On this occa-
sion all lighting and camera sh9ts are determined. 
I Friday and Saturday, the director listens to complaints 
and suggested changes from those who worked with him during 
the week and also the talent. Headaches and tension multiply 
The director and the art director have a last conference on 
Saturday evening, at which time the final format for the 
show is set. No change is made after this unless some 
unforeseen exigency arises. 
Between 12 noon and 5:30 pm Sunday, a second rehearsal 
is held. From 6:00 until 8:30 pm, the final, full-dress 
rehearsal is conducted. At this time the 26 piece orchestra 
is present and a careful timing of the entire program hs 
done. Fifty people are now involved for this single "Toast 
Of The rrown 11 production . Finally, the show is broadcast 
that evening from 9 to 10 pm. 
The weekly cost of this program is approximately ~7000. 
This is startlingly low for a weekly network TV Variety 
93. 
program. Ordinarily such a show would cost about $15,000 a 
I 
week to produce if the talent were hired on the "open market 11 • 
I 
Much of it is procured free for the advantages of experience 
I 76. 
and prestige to aspiring TV arti~ts. This is typical in 
procedure and production of any television networlt variety 
program now broadcast. It indicates, to some extent, cost, 
preparation and personnel requiri d. For as short a time as 
TV programming has had, it appears to be accomplishing sur-
prising results. 
Children's Programs 
It is difficult to evaluate l what children of different 
a ge groups like because most surveys and program ratings, 
which have been done in radio, actually reflect what parents 
think children SHOULD LIKE. Far beyond what radio has tried 
to do, television is attempting to develop the suitable and 
acceptable children's program. 
Ivi:arionettes and puppets appear to be making a great 
impression in television now and promise to have an inter-
esting future. As lmown to the "Show Business", marionettes 
are manipulated by strings from overhead. Puppets are 
76. Lecture by Mr. Thomas Calhoun - WEEI Production -
Delivered at Boston University, May 5, 1949. 
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manipulated by understage hand maneuvering. They are both 
referred to in television as puppets. Puppets are n ot only 
popular with children but adults ! are enjoying these cari-
catures of humans. It is not th~t the puppets will replace 
I live actors but as the camera brings the audience right up 
close to them they are particularly appealing because they 
I 
I 
can be seen full length. 
Puppets can be used as individual programs, as intro-
ductions to a personality, as co~mercials or as part of a 
variety telecast. The charm of puppet programs is in t heir 
synchronized operati on of movement and voice, as well as in 
the articulation of t he figures themselves seen as a whole. 
Perhaps one of the most popular programs of this type is 
NBC's "HOWDY DOODY". The main character is manipulated by 
strings and his voice is that of the show's creator, Bob 
Smith, who is also master of c.eremonies. 11 HOVIDY DOODY 11 is 
a loosely planned sh ow includin~ a chi1dre~'s audience~ which 
participates sporadically, ad libbing Bob Smith as HC, and a 
slap-stick film which appears to be of the old 11 Biograph 11 
vintage. All t his is combined as a children's TV program-
offering on a national basis . Its actual popularity is n ot 
knovm. It is hi ghly advertised and is one of t he first 
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\ 
puppet shows desi gned for children. As an indication of its 
reception, it is publicized that in response to a 11 g irnmick 11 
i 
of Howdy Doody buttons over .stations in Baltimore, Pl1.ila-
delphia, Washington, New York. aAd Schenectady, over 58,000 
I 
requests were received. The tremendous result of Howdy 
I 11. 
Doody drawing power is based up n this, principally. 
KUKLA, FRA}l AND OLLIE 
In li t tle more t han a year, wi th a cast of only one 
v isible human being, KUKLA, FRAN AND OLLIE has become the 
I best puppet show and is considered the most popular of all 
I 
TV programs. Its cast includes . a baldheaded boy, K"LJKLA, a 
I 
I 
blond lady, FRAN, · and a one-toothed dragon, OLLIE . It is a 
I 
children 1 s television show but its audience is about 607; 
adults. It is remindful of 11 BARNABY 11 of the comics rul.d 
"CHARLIE McCARTI-IY 11 of Edgar Bergen fame. Their charm is in 
the complete credibility with which the characters and 
stories have been endowed. Llr. Burr Tillstrom, a 31-year 
old bachelor, created and manipulates the puppets of the 
KUKLA, FRAN AND OLLIE TV show. 
This enchanting and delightful program of realistic 
fantasy originated from the television station, WBYill 
77. "FINDING THE FACTS FOR TELEVISION SELLING" NBC 
private publication - ~ Research Department, January, 
1949 - Page 14. 
And personal observatton during June 1949. 
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in Chicago. It is a National Broadcasting Company program. 
The na.rne KUKLA. is from the Greek word, mean.ing doll. KuKLA, 
as one of the main characters, is a strange-looking, earnest, 
bald youngster who is always in trouble. His misfortunes 
are usually caused by the antics of the irresponsible, one-
toothed dragon, named OLLIE, who means well. Accordine; to 
I his history, OLLIE's ancestors lest their fire-breath ing 
apparatus after swallowing a large quantity of sea water 
while swimming in the Hellespont. 
FRAN, the only visible human of the show, is a quick-
witted, ex-schoolteacher named Frances Allison. She is so 
gifted as to be able to carry on hi~~ly reasonable and very 
amiable conversations with all the puppets. All dialogue is 
ad-libbed by IW:r. Tillstrom and Iv~iss Allison. Burr Tillstrom 
s peaks for and manipulates seven other puppets on the show 
besides KUKLA. and OLLIE. It is !said that he has made his 
I 
characters so real and credible that once when ~LJKLA blew 
his nose on the t heater curtain, 250 handkerchi efs were sent 
in by worried fans. This puppet show's gentle spontaneity 
ou.'t 
is winning increasing audience appeal daily with\ benefit of 
any appreciable advertising or promotion. This is a tele-
1 
vision show that is considered to be just that - a tailor-
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made TV program. It has revived a form of entertainment in 
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streamlined fashion which never could be produced by radio. 
There is one other indication to sh ow the trend of 
children's programs in television. The Princeton Film Center 
at Princeton, New Jersey, al~Dounced recently that it holds an 
exclusive option for TV film production of Thornton Burgess' 
famous children's stories. Peter Rabbit , Happy Jacl{ Squirrel 
and nearly all the Thornton Burgess woodland characters will 
ma ke t heir television debut soon t Mr. Burgess will appear 
in m~ of the films as narrator. This film series will be a 
combination of live action and animated techniques with an 
79. 
entirely new fonnat. 
Daily, the infant TV medium is demonstrating new tech-
niques in the presentation of old art forms. The meth ods 
and treatment of t hem symboliz~ tbe ~imes ru~d are as modern 
as electronics. If what has already been accomplished in 
children's TV programming is an indication of what may be 
expected, t he future possibilities are beyond imagination. 
78. LIFE Magazine Published by Time Incorporated 
May 23, 1949 Issue - Page s 160, 163 and 164. 
Also Rad i o Daily and Broadcasting Items published 
piecemeal recently - And Personal Observation. 
79. BROADCASTING - Published weekly by Broadcasting 
Publications, Inc., J une 20, 1949 Issue - "Theater 
rrv Film Report" - Page 38. 
Informative Video 
Educati on by video 
''LIVING WONDERS", which 
I 
can be justly 
I 
originates as 
98. 
proud of the program, 
a weekly live sh ow 
from V\1J3Z -TV in Boston, Hassachus1etts. Mr. Norman D. Harris , 
Educational Director at the Boston Museum of Science, plans, 
produces and is the narrator of !this program. It was first 
I broadcast in t he fall of 1948 . The basic format of the sh ow 
consists of Mr. Harris displaying a number of s pecimens of 
various animal species. He describes them in interesting 
detail and tells everyt hing peculiar to t heir life and habits 
In his informal, running-commentary he constantly ex-
plodes many f alse notions and superstitions of the sundry 
"Living Wonders'' whi ch he exhibits. The program has sh own 
a remarkable assortment of animal life including, flying 
squirrels, owls, fish, snakes, s piders, turtles, racoons, 
wease l s, beavers, muskrats and hat"llsters (golden-colored 
i 
rodents indigen~ts to Europe and Asia). 
Ostensib ly, "LIVING WONDERS " was introduced to the 2.'V 
audience as an educational program for adults. It has proved 
to be so entertainingly informative that it is equally pop-
ular with the teen-age audience. A conclusive test of t his 
program1 s popularity, measured by t he business-side of 
99. 
broadcasting, is t h e fact that 11 ~IVING WONDERS 11 is commer-
cially sponsored by ~he First National Bank of Boston. That 
attests the point that a good educational program, presented 
by television, can be good entertainment as well. The 
prestige and acceptance of such a TV show by notably conserv-
ative members of the Banking I ndustry is a strong endorse-
[ 
ment for the impact of video edupation. Finally, it is worth 
mentioning that the effectivenes ~ of 11 LIVING WONDERS 11 will 
be greatly enhanced with the advent of color-television. 
I 
SECTION VIII 
CONCLUSION I 
The primary purpose of this study was to reflect t h e 
programming of t hi s fabulous, new cormnunication medium, 
television. The inquiry has touched upon TV prophecy 
somewhat, but only as and when necessary . A short time 
ago, television was a subject of engineering conversation 
and a topi c for technical dispute. Today, it is a matter 
of accomplishment, not one of speculation. The public 
clamor ed for it and has been introduced to it . Most think-
ing and discussion about television now is by those who are 
concerned \Vi th the medium 1 s paying its way, its program pro-
duction and its con tinued popularity. 
Outstanding developments in television are justifying 
the optimism expressed for it. In 1947, television began 
to fulfill its promise of becoming a new dynamic industry. 
Its increasing impact has been felt ever since. It is 
recognized that, in home television, g ood programs are the 
t h e master keys to continued public acceptance of the art. 
TV's popularity, as well as its speed of advance, will be 
governed by the caliber of the shows. That is the i mportant 
responsibility of the broadcaster. The popularity of the 
local video station and the success of all television 
depends upon it. 
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Television is show business. The same entertainment 
yardstick will be applied to this new medium, by the public , 
as it is to radio, motion pictures and the theater. Poor TV 
shows will mean receivers not in use or people tuned-in to 
other stations. Good programs will have ready acceptance 
and will gain increasing audience. "The Play's The Thing 11 ! 
All t he skill of t h e theater; all the lmowledge of radio; 
all that the film industry has developed are just one part 
of what television must learn . Only television experience 
can solve television's show problems, completely. 
The present status of television is similar to t h e 
conditions in radio during the "crystal set era". The effect 
of television upon the present established radio industry 
will be beneficial. These two media will supplement each 
other and complete, for t he human mind, broadcasting impress-
ions through both ear and eye . 
The motion picture industry need experience no alarm 
with t he present advent of television. It will enjoy a great 
n ew outlet for its endeavors. Film-making and distribution 
will be advanced far beyond anything the American film 
busines s has ever known. There will be no conflict between 
motion pictures in the theater and television in the home . 
Each is a separate and distinct service. Home television 
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vdll not displace the motion picture in the theater. Tele-
vision not only will augment t h e radio and film industries, 
I 
but it vvill stimulate all the eli tertaininent arts and other 
! 
communication media . 
Man is a gregarious creatu re and the herd instinct in 
him is strong. Even though the 
1
television industry may 
develop some 25 to 26 million potential theaters in American 
homes, people will continue to attend the public theaters in-, 
response to their instinct for group emotions and to see 
artists in action, "in the flesh". These are human demands 
which home television cannot satisfy . Nevertheless , tele-
vision will give new wings to the talents of interpretive 
and creative genius. It will furnish a great, new outlet 
for artistic expression and it vJill attract new types of 
talent . Certainly, all this wi]l stimulate and further 
I 
advance most entertainment arts and all communication media . 
There is little in the fie ~d of cultural education that 
cannot be visioned for t h e home, t h rough television. Just as 
sound broadcasting has given a new sense of musical appre-
ciation to millions, television will open a new er~ of art 
a ppreciation- especially with color-TV. Television is the 
medium which will bring soon to milli ons of homes, schools 
and theaters limitless opportunities for culture, education 
I 
and entertainment . Such opportunities in these areas are 
! 
I 
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incalculable. I vVhen the motion picture industry, partie-
ularly, accepts television, it will acquire a vast invisible 
channel of distribution for movies in the home. 
Television's potential audience, in its ultimate devel-
opment, may reasonably be expec~ed to be limited only by the 
population of the entire earth. I It is interesting to com-
pare the wide divergence of this new era of communication 
I 
with those of the past. During his entire lifetime, Demos-
thanes' total audi ence was not as great as a one-night 
audience of Amos ''n 1 Andy. Never in the lifetime of Napoleon 
and Kaiser Wilhelm·, with all their pomp and circumstance as 
they appeared before their spectators, were they seen by as 
many eyes as saw Richard Dix in the film "Cimarron" twenty 
years ago. The proud pathe rooster of that well known film 
company is said to have been heard by a great many more ears 
than heard the sound of all the guns and cannons fired in 
all the wars since the dawn of time. This vast increase in 
audience was made possible by the introduction of modern 
science into the older arts. Television is providing new 
opportunities for the arts, artists and to create new 
services for all the world. 
I This new and greater service, afforded all people by 
I . 
I 
television, brings a new world of economic, educational and 
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cultural advantages. New forms of artistry will be encour-
a ged and developed. Variety and more variety will be 
demanded and necessary every day. 'l'he ear may have been 
content with repetition of songs and music, but the eye will 
be impatient with twice-repeated scenes. Special types of 
distribution networks, new stagecraft forms and a contin-
uous development of studio equi pment and technique is 
required. Television, therefore, will demand a constant 
succession of personalities, , a tremendous store of material, 
a vast array of talent and a great variety of scene and 
background. 
Perhaps more appealing to the individual, however, is the 
hope that television wi ll enable mankind to keep pace with 
his thoughts . The human being has been endowed with a mind 
which can encompass the entire vwrld within a fraction of a 
second; yet, his physical senses lag far behind. With his 
feet; he can wallc only a limited distance. With his hands ; 
he can touch only what is within reach. His ears are useful 
for a short distruLce only, and his eyes can see for mere ly a 
narrow range. 
As television fulfills its ultimate destiny, man's sense 
of physical limitation, probably, will be swept away and his 
boundaries of hearing and sight will be limited by only 
t he world itself. From this may come a new philosophy, 
a new horizon and a new sense of democratic freedom. 
Pe~haps, greatest of all, there will be a finer, broader 
understanding among all the peoples throughout the world. 
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